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COMMENT 


The  PSNC  has  jumped  into  a  political  minefield  with  the 
announcement  that  it  cannot  continue  indefinitely  the 
compensation  arrangements  introduced  following  the 
Clothier  rural  dispensing  accord.  The  move  will  not  come 
out  of  the  blue  for  the  General  Medical  Services 
Committee,  since  it  was  mooted  at  a  meeting  between  the 
two  parties  in  June,  but  is  certain  to  provoke  a  strong 
response  (if  only  to  save  face)  from  the  establishment,  and 
probably  near  hysteria  from  fringe  groups  such  as  the 
Dispensing  Doctors  Association. 

The  compensation  scheme  has  been  operational  since 
1983  and  currently  costs  each  contractor  (except  those  in 
the  one  or  two  LPC  areas  which  have  now  refused  to  pay) 
about  £26.50  a  year.  The  scheme  is  voluntary.  It  is  outside 
the  Clothier  Regulations  and  was  set  up  as  an  indication  of 
goodwill  to  ease  any  financial  hardship  to  the 
disenfranchised  party.  Six  years  later  PSNC's  reasons  for 
seeking  alternative  arrangements  are  justifiable.  Pressure 
has  grown  from  LPC  members  who  see  persistent  and 
scurrilous  abuses  of  RDC  procedures.  They  object  to 
subsidising  dispensing  doctors  who  insist  on  appealing 
against  local  decisions  on  rurality  to  the  Rural  Dispensing 


Committee  solely  with  the  intention  of  qualifying  for 
compensation. 

Elswhere  tilings  haven't  worked  out  as  PSNC  expected 
when  it  entered  into  such  an  open  ended  agreement.  It  was 
anticipated  that  an  initially  high  level  of  compensation  would 
tail  off  as  the  number  of  disputed  areas  fell  off.  The  reverse 
has  happened,  with  demographic  changes  seeing  villages 
mushroom  into  small  towns  with  a  consequent  increase  in 
"rurality"  decisions.  In  past  years  payments  have 
exceeded  income.  Last  financial  year  income  to  the 
compensation  fund  amounted  to  £272  ,951,  with  outgoings 
at  £318.134,  but  PSNC  feels  unable  to  seek  a  higher  levy 
from  LPCs. 

PSNC  makes  it  clear  in  the  letter  to  the  GMSC  that  it 
hopes  some  form  of  alternative  compensation  agreement 
can  be  reached.  If  it  is  not,  those  GPs  who  appeal  on  rurality 
decisions  to  the  RDC  will  no  longer  benefit  from 
pharmacy's  largesse  from  next  October.  Otherwise  the 
letter  gives  little  indication  of  what  PSNC  would  like  to  see 
changed  in  the  present  scheme,  but  in  making  its  decision 
public  PSNC  has  nailed  its  colours  to  the  mast.  It  is  to  be 
hoped  the  ensuing  fall-out  will  not  lead  to  a  major  upset. 
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SNC  opens  debate  on 
rural  compensation 


The  Pharmaceutical  Services 
Negotiating  Committee  says  it 
cannot  continue  to  write  a  '  'blank 
cheque"  to  compensate 
dispensing  doctors  for  the  loss  of 
income  to  rural  pharmacies.  It  is 
currently  seeking  to  renegotiate 
with  GP  leaders  the  terms  of  the 
Clothier  compensation 
arrangements. 

In  a  letter  to  the  chairman  of 
the  General  Medical  Services 
Committee,  Dr  Michael  Wilson, 
David  Coleman,  chairman  of 
PSNC's  rural  practice 
subcommittee,  says  PSNC  does 
not  feel  able  to  operate  the 
present  system  for  the  indefinite 
future. 

Mr  Coleman  says  that  12 
years  ago,  when  the 
arrangements  were  first  agreed, 
the  current  situation,  brought 
about  by  demographic  changes  in 
rural-designated  areas,  was  not 
contemplated.  In  particular,  Mr 
Coleman  draws  attention  to  the 
applications  by  various  local 
pharmaceutical  committees  to  get 


Sales  of  counterfeit  goods  are 
thought  to  amount  to  some  US 
$100  billion  a  year  —  5  per  cent  of 
World  trade.  Products  affected 
range  from  toothbrushes  to  high 
tech  type  equipment ,  and 
pharmaceuticals  are  no  exception. 
Jack  Heslop,  assistant  director  of 
the  Counterfeit  Intelligence 
Bureau  told  delegates  at  the  25th 
annual  Institute  of  Pharmacy 
Management  International 
conference  in  London  last  weekend 
(see  p749).  Drug  manufacturers 
are  understandably  reluctant  to 
admit  to  being  the  target  of 
counterfeiters  but  the  results  can  be 
devastating  especially  when  many 
fake  medicines  contain  little  more 
than  tapioca  and  starch 
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rural  designations  lifted  in  areas  of 
marked  population  shift  or  urban 
spread.  "Such  applications  have 
invariably  been  opposed 
vehemently,  and  the  opposition 
has  been  maintained  in  order  to 
preserve  the  doctors'  dispensing 
income,  regardless  of  the  needs  of 
the  area. ' '  Mr  Coleman  says  that, 
whereas  it  is  primarily  the 
responsibility  of  local  dispensing 
subcommittees  to  decide  rurality 
matters,  the  doctors  now  appeal 
to  the  Rural  Dispensing 
Committee  in  every  case  ' '  solely 
with  the  intention  of  qualifying  for 
payment  of  compensation. 

Mr  Coleman  points  out  that 
the  compensation  payment 
arrangements,  which  have  applied 
since  1985,  are  funded  by  an 
entirely  voluntary  levy  while  the 
level  of  expenditure  poses  serious 
problems  because  of  its  open- 
ended  nature,  making  it 
impossible  to  budget  accurately. 
In  the  past,  payments  have 
exceeded  income.  The  ending  of 
the  cost-plus  contract,  and 


The  Pharmaceutical  General 
Council  chairman  Graeme  Millar 
says  a  flat-rate  fee  across  all 
contractors  would  disadvantage 
about  two  thirds  of  the  contractors 
in  Scotland. 

Commenting  on  the  current 
debate  on  flat-rate  fees  for  all 
contractors,  Mr  Millar  said:  "We 
all  know  that  the  cost-plus 
contract  is  dead.  However,  it  is  a 
fact  of  life  that  smaller  contractors 
have  higher  costs  ." 


aggressive  and  misleading 
campaigns  conducted  by 
dispensing  doctors  and  their 
Association  have  made  collection 
of  levy  more  difficult.  Mr  Coleman 
cites  the  cases  of  Writtle,  Sawtry 
and  Hatfield  Peveril  as  examples 
where  the  doctors  tactics  have 
been  aimed  at  "scaring  patients 
and  often  whipping  up  prejudices 
against  the  pharmacist." 

"Unfortunately,  this  scheme 
is  no  longer  working  and  we 
cannot  continue  to  operate  the 
arrangements  indefinitely.  It 
would  not  be  financially  viable  and 
would  be  unacceptable  to  the 
pharmacy  profession. ' ' 

Mr  Coleman  says  he  hopes  to 
agree  alternative  arrangements 
for  compensation  through 
negotiations  with  the  GMSC  to  be 
implemented  from  October  1, 
1990.  If  no  agreement  is  reached, 
he  says,  PSNC  will  have  no 
alternative  in  the  case  of  appeals 
to  the  RDC  but  to  suspend  the 
present  arrangements  from  that 
date. 


At  the  PGC's  annual  meeting 
on  October  25,  a  discussion 
document  on  the  remuneration 
negotiations  from  the  Standing 
Committee  was  considered. 
Council  members  split  into  groups 
to  consider  it. 

However,  Mr  Millar  is  giving 
no  hints  about  the  outcome  of 
their  deliberations  on  the  future 
conduct  of  negotiations  and  the 
lines  they  might  pursue,  until  all 
opinion  has  been  collated. 


API  byelaw 
on  licences 
changes 

The  Association  of 
Pharmaceutical  Importers  has 
changed  its  byelaws  to  require  all 
members  to  have  their  own 
Manufacturing  (Assembly  Only) 
Licence. 

The  change  comes  into  force 
on  May  1  next  year,  by  which  date 
all  existing  members  will  have  to 
show  evidence  that  if  they  do  not  I 
already  have  one  they  have 
applied  for  licences.  It  is  designed 
to  ensure  that  the  Association's  I 
members  operate  under  the 
control  of  the  Medicines 
Inspectorate  and  it  is  in  line  with 
the  Association's  intention  that 
membership  should  ensure  i 
pharmacists  can  feel  happy  in 
meeting  scripts  with  imports. 

The  Council  of  Management  of 
the  API  says  it  is  beginning  to 
implement  a  policy  of  aiming  to  get 
proper  recognition  of  the  role  of 
imports  in  meeting  NHS  needs  for 
cost-effective  pharmaceuticals. 

At  the  Association's  annual 
meeting  John  Barker,  Eurochem 
and  API  chairman,  Paul  Balcombe  i 
of  Spectrum  Marketing  and  John 
Whitworth  of  Doncaster  I 
Pharmaceuticals  were  re-elected 
unnopposed  to  the  Council  of 
Management. 

Social 
science  part 
of  degree? 

The  Royal  Pharmaceutical 
Society's  working  party  on  the 
content  of  the  undergraduate 
course  has  recommended  that  60 
hours  of  social  and  behavioural 
science  should  be  introduced. 

The  recommendation  and  the 
working  party  report  is  now  with 
the  schools  of  pharmacy  for  I 
consultation,  though  Bradford's 
professor  of  pharmacy  practice, 
Geoff  Booth,  says  it  will  depend 
on  goodwill  from  the  schools  to 
start  to  move  the  course  in  this 
direction.  Professor  Booth  says 
this  may  be  the  profession's  last 
chance.  "It  needs  goodwill  to  see 
that  this  is  the  way  the  profession 
is  going,  otherwise  the  profession 
will  go  down,"  he  told  C&D. 
"Sadly,  there  are  still  those  who 
don't  want  to  know  about  these 
matters  on  the  grounds  of 
maintaining  the  science  content. ' ' 

The  Society  could  step  in  to 
make  such  course  content  a 
requirement  of  the  accreditation 
process. 
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Open  up  medical  records 


The  Campaign  for  Freedom  of 
Information  launched  a  bid  on 
Monday  to  allow  people  access  to 
paper  medical  records. 

The  Campaign  explains  that 
the  Data  Protection  Act  gives 
people  access  to  computer  record 
on  them  but  it  does  not  cover 
paper  records. 

The  organisation  has  drafted 
the  so  called  Access  to  Health 
Records  Bill  which  it  hopes  will  be 
to  introduced  as  a  private 


member's  Bill  in  the  next  session 
of  Parliament.  The  Bill  is  backed 
by  an  all-party  team  of  MPs  led  by 
Archy  Kirkwood  (SLD),  Steve 
Norris  (Conservative)  and  Jeff 
Rooker  (Labour).  The  Bill  would 
allow  people  to  obtain  information 
they  are  often  denied  and  to  be 
more  fully  involved  in  decisions 
about  their  health,  claims  the 
Campaign.  It  covers  health 
records  held  or  supplied  to  others 
by  health  professionals. 
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Millar  rules  out  flat 
rate  fees 


New  face  at 
DoH 

With  the  appointment  of  Mrs 
Virginia  Bottomley  to  succeed  Mr 
David  Mellor  as  Health  Minister, 
the  Government  is  expected  to 
adopt  a  less  abrasive  approach  in 
future  negotiations  with  the 
professions  over  the  NHS. 

Mrs  Bottomley's  appoint- 
ment, made  in  the  wake  of  the 
ministerial  changes  caused  by  the 
resignation  of  Mr  Nigel  Lawson  as 
Chancellor  of  the  Exchequer, 
means  that  Mr  Kenneth  Clarke 
will  have  someone  with  more 
sophisticated  presentational  skills 
as  his  chief  lieutenant. 

Mrs  Bottomley  could  be  the 
third  minister  responsible  for 
pharmaceutical  services  in  as 
many  months.  Following  the 
unexpected  death  of  Lord 
Trafford  the  job  passed  to  Mr 
Mellor,  and  will  presumably  be 
inherited  by  his  successor. 
■  As  C&D  went  to  Press  on 
Wednesday  Mr  Robin  Cook,  the 
Shadow  Health  Minister, 
launched  an  attack  in  the 
Commons  on  the  new  General 
Medical  and  Pharmaceutical 
Services  Regulations. 
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Cheshire 
comes  clean 

Success  of  the  Boots  Manrex  trial 
in  the  Vale  Royal  district  of 
Cheshire  will  not  automatically 
lead  to  Boots  serving  all  social 
services  homes  in  the  county. 

Upon  completion  of  the  trial, 
the  county  council's  social 
services  department  will  assess 
other  systems  and  suppliers 
before  making  decisions  on  future 
policy,  says  district  social  services 
manager  David  Whitehead. 

Manrex  is  not  on  trial,  but  its 
efficiency  and  effectiveness  on  an 
operational  basis  is,  he  says. 
Evaluation  rests  with  social 
services  staff. 

In  assessing  the  trial,  a 
number  of  factors  will  be 
considered:  the  suitability  of 
controlled  dosage  system  in 
homes  and  whether  they  offer 
significant  advantages;  whether 
their  introduction  presents 
problems  in  obtaining  a  complete 
pharmaceutical  service;  and 
whether  there  is  a  range  of 
potential  suppliers  of  the  Manrex 
or  other  systems  and  the  terms 
under  which  may  be  obtained. 
Installing  different  systems  in 
different  establishments  is  "not 
an  option". 

He  adds  that  he  is  interested  in 
offer  from  suitable  firms  for 
simultaneous  trials  to  take  place 
with  other  systems. 
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"Sore  throat,  did  you  say,  Madam?  Are  you  sure  it's  not  a  pain  in  the  neck!" 


AHDA  rejects  animal 
medicines  plan 


The  Royal  Pharmaceutical  Society 
is  planning  a  hard-hitting  attack  on 
the  Animal  Health  Distributors 
Association's  rejection  of  plans  for 
pharmacies  to  become  more 
involved  in  distributing  animal 
medicines  through  registered 
merchants. 

A  joint  agreement  between 
the  two  bodies  would  have 
resulted  in  all  merchants' 
premises  employing  an  ag  and  vet 
pharmacist,  not  necessarily  full- 
time,  to  give  professional  advice 
on  the  sale  and  supply  of  animal 
medicines.  But  at  the  last  minute 
AHDA  members  could  not  agree 
to  the  additional  costs,  nor  could  it 
guarantee  all  its  members 
accepting  a  voluntary,  rather  than 
legal,  deal.  "It  became  clear  that 
very  few  of  our  members  would 
have  complied,"  chief  executive 
Dr  R.  Dawson  to\dC&D. 

AHDA  believes  that  people 


qualified  under  the  AHTAG 
training  scheme  have  the 
necessary  competence  to 
distribute  PML  medicines  and 
that  this  belief  has  been  widely 
accepted  by  the  industry  and  the 
Government.  The  Association  is 
proposing  to  develop  the  scheme 
so  that  ultimately  all  sales  staff  are 
qualified  in  animal  medicines 
distribution. 

Douglas  Davidson,  chairman 
of  the  Society's  Ag  and  Vet 
Group,  told  C&D  that  after  18 
months  discussion,  the  two 
organisations  had  agreed  in 
principle  to  pharmaceutical 
involvement  —  not  control  —  and, 
in  effect,  the  Society  had  been 
putting  the  merchants'  case  in 
Europe  where  control  is 
professional,  either 
pharmaceutical  or  veterinary.  "If 
AHDA  hadn't  wanted  this  I  wish 
we  had  known  earlier,"  he  said. 


Shop  thefts  down 


Shop  theft  offences  are  down  for 
the  third  year  running,  according 
to  the  latest  statistics  from  the 
Home  Office. 

The  total  number  of  notifiable 
offences  recorded  by  police  in 
England  and  Wales  in  1988  was 
down  12.4  per  cent  on  the 
previous  year  to  216,242.  This  is 
well  down  on  the  281,557  figure 
recorded  in  1985. 

Baroness  Phillips,  director  of 
the  Association  for  the  Prevention 
of  Theft  in  Shops,  says  she  is 
greatly  encouraged  by  the  figures. 
"Shopkeepers  are  becoming 


more  aware  of  the  problem." 

However,  the  Baroness 
warned  that  there  is  still  a  long 
way  to  go.  '  'There  is  no  time  for 
complacency,  especially  when  the 
problem  is  still  measured  in 
billions  of  pounds,"  she  said. 

She  warned  that  pharmacies 
are  among  the  most  popular 
targets  for  shoplifters.  "There  is 
so  much  in  a  pharmacy  that 
appeals  to  a  thief  and  much  of  it  is 
easily  accessible,"  she  said. 

Prevention  is  the  only  way  the 
menace  could  be  controlled,  she 
said. 


AIDS  role 
explored 

Most  community  pharmacists  are 
willing  to  supply  or  sell  needles 
and  syringes,  to  provide 
information  and  to  offer  advice  to 
injecting  drug  misusers. 

But  several  problems  need 
solving  before  their  participation  in 
AIDS  prevention  can  be 
promoted,  conclude  researchers 
at  the  Institute  of  Psychiatry 
Addiction  Research  Unit,  London, 
in  last  week's  British  Medical 
Journal. 

A  postal  survey  of  a  random 
sample  of  community  pharmacists 
in  England  and  Wales  revealed  a 
"substantial"  demand  for 
injecting  equipment.  After 
weighting  the  numbers  of 
respondents,  an  estimated  676  of 
2,434  pharmacies  were  selling 
injecting  equipment.  Only  65  out 
of  2,415  were  participating  in  local 
syringe  exchange  schemes,  but 
more  than  half  of  those  who  were 
not  said  they  would  be  willing  to  do 
so. 

Only  94  out  of  2,410 
respondents  had  a  sharps  box  for 
used  equipment  and  over  half 
were  unwilling  to  have  one.  Many 
were  concerned  about  the 
consequences  of  drug  misusers 
visiting  their  premises. 

Several  important  issues  need 
settling  in  developing  a  strategy 
for  pharmacy,  the  researchers 
conclude.  Education  would 
alleviate  their  apprehension  at 
dealing  with  drug  misusers. 
Disposal  methods  should  take  into 
account  reluctance  to  accept  this 
responsibility,  and  remuneration 
would  tackle  the  potential  conflict 
between  pharmacists'  public 
health  commitment  and  their 
commercial  interests,  as  shown 
by  their  concern  about  the  effects 
on  their  business. 


CHEMIST  &  DRUGGIST  4  NOVEMBER  1989 


729 


NEWS 


Alarm  companies  are 
'scaremongering' 


Less  demand 
for  potions 

Growth  in  cosmetics  and  toiletries 
will  be  slow  in  the  immediate 
future,  with  more  momentum 
coming  from  male  than  female 
usage.  And  the  decline  in  the 
numbers  of  people  under  25  — 
traditionally  the  heaviest  users  — 
will  work  against  the  industry  over 
the  next  10  years. 

These  predictions  come  from 
Peter  Rosman,  a  director  of 
Taylor  Nelson  Research  Ltd's 
home  and  personal  care  division. 

Consumption  of  cosmetics  and 
toiletries  is  growing  at  0.6  per 
cent  year  on  year  across  all  the 
markets  measured  by  the 
company's  personal  care  panel. 
Six  sectors  showed  significant 
growth  in  usage  in  the  year  to  the 
end  of  March  —  hair  styling 
products,  body  spray,  hair 
conditioner,  deodorants,  male 
fragrance  and  shampoo.  Most 
offered  new  product  formats  and 
were  sectors  with  male  interest. 
Conversely,  bath  additives,  talc 
and  non-facial  skin  care  have 
declined,  characterised  by  low 
advertising  spends. 

Mr  Rosman  believed  that  fast 
growth  in  cosmetics  and  toiletries 
would  require  dramatic  increases 
in  disposable  income, 
revolutionary  new  products  which 
created  new  demands  rather  than 
replaced  existing  products,  and 
shifts  in  fashion  towards  a  more 
painted  look  or  mass  uptake  of 
products  such  as  anti-wrinkle 
creams.  None  of  these  seemed 
likely  in  the  near  future. 

By  1999  there  would  be  1.4 
million  more  45-54  year  olds  and 
1.8m  fewer  17-24  year  olds,  he 
continued,  so  the  most  certain 
way  to  achieve  long  term  growth 
would  be  to  encourage  young 
people  to  continue  their  heavy 
usage  and  to  pay  more  attention  to 
the  over  35s  in  marketing  activity. 

In  the  12  months  to  the  end  of 
March,  male  usage  grew  by  1.7 
per  cent  compared  with  growth  in 
female  usage  of  0.1  per  cent. 
While  the  increase  in  female  usage 
was  entirely  due  to  the  under  25s, 
male  usage  grew  in  all  age  groups, 
particularly  the  over  35s.  "The 
?xtent  to  which  male  consumption 
will  grow  will  depend  on  the 
extent  to  which  manufacturers  are 
willing  to  invest  in  identifying 
market  opportunities,  and  then 
single  minded  and  intensive 
promotion",  said  Mr  Rosman. 

Own  brands  are  outstripping 
overall  growth,  with  a  dramatic 
shift  to  Superdrug  and  Body  Shop 
brands  at  the  expense  of  Boots, 
Avon  and  Marks  &  Spencer.  Own 
brands  do  best  in  sectors  with 
little  advertising  and,  to  keep 
these  products  at  bay, 
manufacturers  will  need  to 
increase  their  advertising  spends, 
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Alarm  companies  mailing 
pharmacists  with  information  that 
from  next  year  their  burglar 
alarms  may  no  longer  be 
acceptable  to  the  police  are 
scaremongers,  says  a  police 
spokesman.  Some  letters  also  say 
that  the  shop  insurance  policy 
would  "almost  certainly"  become 
invalid. 

The  claims  are  based  on  a 
policy  document  prepared  by  the 
Association  of  Chief  Police 
Officers.  The  policy,  to  be 
implemented  in  1990,  says  that  all 
alarm  systems  should  be  installed, 
maintained  and  used  in  accordance 
with  the  British  Standard  4737,  or 
BS  5979  for  those  connected  to 
central  control  stations  operated 
by  alarm  companies. 

Inspector  Peter  Gauden,  of 
the  Northumbria  Police 
Community  Crime  Prevention 
Department,  told  C&D  that  they 
had  received  a  number  of  calls 
from  people  whose  fears  are  "not 
justified".  He  said:  "If  a  system  is 
bad,  that  is  if  there  is  an 
unacceptable  number  of  false 
calls,  then  we  may  decide  to 


Euromonitor  predicted  last  week 
that  UK  drug  company  sales  are  to 
reach  £4.44  billion  by  1994,  a  37 
per  cent  real  increase  over  their 
1987  level. 

Euromonitor  say  the  UK 
industry's  consistently  high 
profits  arise  not  so  much  from  any 
ability  to  "blackmail"  consumers, 
as  some  critics  suggest,  but  from 
a  pricing  structure  set  by  the 
Government. 

By  allowing  the  drug 
companies  to  make  large  and 
steady  profits  —  "pre-tax  margins 
of  40  per  cent  are  not  uncommon" 
—  Euromonitor  say  Government 
preserves  the  attractiveness  of 
the  UK  as  a  base  for  research  and 
manufacturing  within  the  global 
industry. 

Euromonitor  argue  that  while 
it  would  be  desirable  to  reduce 
spending  on  healthcare,  any 
squeeze  on  the  pharmaceutical 
companies  would  be  unacceptable 
in  terms  of  the  current  industrial 
climate.  But,  with  a  worldwide 
rejection  of  rising  health  costs  it  is 
conceivable  that  there  would  be 
room  to  cut  profit  margins  and 
deliver  cheaper  treatment. 

The  removal  of  hidden 
subsidies  is  one  of  the  aims  of  the 
1992  legislation,  but  in  a  free 


withdraw  response  until  it  has 
been  sorted  out.  Some  police 
forces  already  insist  that  intruder 
alarm  systems  are  installed  to 
these  British  Standards."  The 
police  will  keep  a  list  of  companies 
who  abide  by  the  policy.  Inspector 
Gauden  said  they  are  trying  to 
dissuade  installations  by 
"cowboy"  operators. 

Recently  installed  alarm 
systems  should  already  meet  the 
standards,  he  said.  "This  is  a 
commerical  exercise  using 
worrying  tactics  to  drum  up 
business.  It's  a  'pulling  wool  over 
the  eyes'  exercise." 

National  Pharmaceutical 
Association  business  services 
manager  John  Goulding  told  C&D 
that  they  had  received  complaints 
from  members  who  felt  that  they 
would  have  to  spend  £200-£300  on 
having  their  systems  altered. 

Some  companies  are  also 
advising  London  pharmacists  that 
when  British  Telecom  change  all 
01-  numbers  to  071-  or  -081  their 
alarm  systems  will  have  to  be 
altered,  and  are  offering  to  do  both 
alterations  at  the  same  time. 


market  drug  companies  would 
quite  possibly  be  able  to  charge 
higher  prices  than  currently,  as 
monopoly  suppliers  of  their 
products.  Thus  drug-buying 
governments  subsidising  R&D 
are  able  to  effectively  regulate 
drug  prices.  The  UK  Health 
Economics  Report  1989  is 
available,  price  £375,  from 
Euromonitor.  Tel:  01-251  8024. 


The  National  Association  of 
Pharmaceutical    Distributors  is 

disappointed  that  no  reference 
was  made  in  the  Government's 
health  service  White  Paper  to  the 
part  played  by  wholesalers  in 
ensuring  the  most  cost-effective 
distribution  of  medicines  within 
the  NHS.  The  NAPD  also 
expresses  concern  that  increases 
in  generic  prescribing  on  the  scale 
forecast  will  make  full-line 
wholesaling  even  less  profitable 
than  it  is  now.  The  discount 
system  encourages  competition 
and  makes  the  system  extremely 
cost-effective,  it  adds. 

The  Association  welcomes  the 
proposals  to  create  self-governing 
hospitals  as  it  believes  this  will 
lead  to  a  closer  investigation  of 
distribution  charges  within  the 
hospital  service. 


CHEMIST  & 


BRIEFS 


Radcliffe  Medical  Press,  who  are 

handling  the  distribution  of  the  t 
residential  homes  and  patient 
records  training  packages,  say 
they  have  cleared  the  backlog  of 
orders.  All  applications  are  now 
being  dealt  with  as  they  are 
received.     Inquiries  from 
pharmaciest  in  England  and  Wales 
about  non-receipt  of  packages 
should  be  addressed  directly  to! 
Radcliffe  Medical  Press. 
BS  2881:  1989:  Cupboards  for  the 
storage  of  medicines  in  health  care 
premises,  specifies  requirements 
for  cupboards  of  three  security 
levels  intended  for  the  storage  of 
medicines  at  ambient  temperature 
in  health  care  premises.  Copies  of, 
this  standard  are  available  priced 
£18.20  (£9.10  to  BSI  subscribing 
members)  from  BSI  Sales, 
Linford  Wood,  Milton  Keynes, 
MK14  6LE. 

The  Royal  Pharmaceutical  Society's  Ethics 
Committee,  which  was  considering 
approaches  by  Boots  to  residential 
homes  at  its  meeting  on  Tuesday, 
has  referred  the  matter  to  Council 
with  no  firm  recommendation. 
Council  was  considering  the  rl 
matter  as  C&D  went  to  Press. 

The  National  Pharmaceutical  Association 

says  it  has  not  ruled  out  making 
any     recommendation  or( 
negotiating  a  member's  discount:1 
on  any  of  the  controlled  dosage  ; 
systems  it  is  currently  examining; 
for  use  in  residential  homes.  In  a  I 
clarification  of  last  week's  I 
statement  {C&D,  p693),  the  NPA 
says  it  will  not  be  making  a  I 
recommendation  unless  the! 
benefits  of  a  particular  system  are 
proven  in  practice.  The  NPA  trials, 
on  controlled  dosage  systems 
have  been  underway  in  member 
pharmacies  supplying  residential, 
homes  for  nearly  a  month.  The)  I 
preliminary  results  are  likely  to  be.' 
discussed  at  next  month's  board 
meeting. 

C&D  Price  Service:  An  error  in  the  I 
October  21  Price  List  Supplement  , 
showed  the  price  of  Nelson's  M 
Classical  Tablets  125  range  as: 
trade  £1 .60,  and  retail  £2 .75.  The ;' ! 
correct  price  should  be:  trade 
£7.35     (6),     retail  £2.35.1 
Subscribers  should  note  the 
incorrect  price  will  appear  in  the 
November    Price    List.  A 
correction  will  appear  in  the  ]  j 
November     4     Price  List\\ 
Supplement.  We  apologise  for  any 
inconvenience  caused. 

Welsh  Pharmaceutical  Conference:  Mrs 

Elisabeth  Durodie  wishes  to  point 
out  that  while  the  use  of  j 
suppositories  is  more  prevalent  in 
Germany  than  the  UK  for  a  wider 
range  of  drugs,  this  is  to  ensure 
patient  compliance  and  | 
satisfactory  therapy.  Also  ! 
German  pharmacies  are  more 
likely  to  sell  herbal  and 
homoeopathic  remedies  than  their 
British  counterparts. 
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Increased  drug  costs  due  to 
Government  policy 
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Less  demand 
for  potions 

Growth  in  cosmetics  and  toiletries 
will  be  slow  in  the  immediate 
future,  with  more  momentum 
coming  from  male  than  female 
usage.  And  the  decline  in  the 
numbers  of  people  under  25  — 
traditionally  the  heaviest  users  — 
will  work  against  the  industry  over 
the  next  10  years. 

These  predictions  come  from 
Peter  Rosman,  a  director  of 
Taylor  Nelson  Research  Ltd's 
home  and  personal  care  division. 

Consumption  of  cosmetics  and 
toiletries  is  growing  at  0.6  per 
cent  year  on  year  across  all  the 
markets  measured  by  the 
company's  personal  care  panel. 
Six  sectors  showed  significant 
growth  in  usage  in  the  year  to  the 
end  of  March  —  hair  styling 
products,  body  spray,  hair 
conditioner,  deodorants,  male 
fragrance  and  shampoo.  Most 
offered  new  product  formats  and 
were  sectors  with  male  interest. 
Conversely,  bath  additives,  talc 
and  non-facial  skin  care  have 
declined,  characterised  by  low 
advertising  spends. 

Mr  Rosman  believed  that  fast 
growth  in  cosmetics  and  toiletries 
would  require  dramatic  increases 
in  disposable  income, 
revolutionary  new  products  which 
created  new  demands  rather  than 
replaced  existing  products,  and 
shifts  in  fashion  towards  a  more 
painted  look  or  mass  uptake  of 
products  such  as  anti-wrinkle 
creams.  None  of  these  seemed 
likely  in  the  near  future. 

By  1999  there  would  be  1.4 
million  more  45-54  year  olds  and 
1.8m  fewer  17-24  year  olds,  he 
continued,  so  the  most  certain 
way  to  achieve  long  term  growth 
would  be  to  encourage  young 
people  to  continue  their  heavy 
usage  and  to  pay  more  attention  to 
the  over  35s  in  marketing  activity. 

In  the  12  months  to  the  end  of 
March,  male  usage  grew  by  1.7 
per  cent  compared  with  growth  in 
female  usage  of  0.1  per  cent. 
While  the  increase  in  female  usage 
was  entirely  due  to  the  under  25s, 
male  usage  grew  in  all  age  groups, 
particularly  the  over  35s.  "The 
extent  to  which  male  consumption 
will  grow  will  depend  on  the 
extent  to  which  manufacturers  are 
willing  to  invest  in  identifying 
market  opportunities,  and  then 
single  minded  and  intensive 
promotion",  said  Mr  Rosman. 

Own  brands  are  outstripping 
overall  growth,  with  a  dramatic 
shift  to  Superdrug  and  Body  Shop 
brands  at  the  expense  of  Boots, 
Avon  and  Marks  &  Spencer.  Own 
brands  do  best  in  sectors  with 
little  advertising  and,  to  keep 
these  products  at  bay, 
manufacturers  will  need  to 
increase  their  advertising  spends. 


TOPICAL  REFLECT 


Pis  now 
universal? 


No  one  can  feign  surprise  at 
Unichem's  decision  to  offer 
parallel  import  drugs  to  its 
loyal  customers.  To  a  good 
many  of  them  it  will  simplify 
life  considerably,  and  at  the 
same  time  increase  their 
spending  with  the  supplier 
of  their  choice.  But  I  am 
intrigued  at  the  way 
Unichem  have  gone  about  it 
—  a  subcontract  with 
Stephar!  A  company,  one  of 
very  few,  from  which  I 
would  be  prepared  to  buy  imported  drugs. 

As  Unichem's  management  services 
director  Mr  David  Walker  says:  "Stephar 
offer  product  liability  insurance,  and  an 
approved  returns  procedure."  Better 
still,  a  deal  has  been  done  which  not  only 
offers  PI  prices,  but  Unichem's  discounts 
on  top.  With  this  change  of  policy  comes 
the  fundamental  one  of  going  after  the 
competitive  generic  sales  they  must  have 
been  missing  out  on.  Hardly  surprising  to 
hear  it  suggested  this  will  be  hurting  the 
"short  line"  wholesalers.  No  great  loss  in 
my  view  since  those  people  are 
opportunists  in  a  volatile  market. 


Success 


I  think  we  must  all  find  considerable 
satisfaction  in  the  changes  our  actions 
have  produced  in  the  attitude  of  the 
Society's  Council  towards  us.  It  took  a  lot 
of  doing,  but  we  finally  have  a  statement 
promising  detailed  reasoning  on  any  action 
or  the  lack  of  it,  Council  takes  in  response 
to  motions  put  to  the  branch  reps  meeting. 

Let  us  hope  Council  really  does  mean 
what  it  says  when  we  are  told  it  is  going  to 
look  at  the  way  information  regarding 
candidates  for  Council  is  presented.  How 
about  giving  every  candidate  a  page  of  the 
PJ  on  which  to  air  their  views  in  a  special 
edition  three-four  weeks  before  the 
election?  Or  perhaps  divide  the  electorate 
into  areas  so  we  get  a  chance  to  know  our 
man  or  woman? 


JSf 


A  while  ago  I  admitted  I  was 
pondering  whether  I  might 
accept  credit  cards  in  my 
small  business.  When  you 
consider  the  unbelievable 
APRs  some  of  these  users 
seem  willing  to  accept  I  find 
myself  wondering  whether 
I  could  lift  my  retail  prices 
by  the  odd  2  per  cent  to  3 
per  cent  to  cover  my 
charges  and  maintain  my 
essential  base  profit 
margin? 

Currently  I  am  unhappy 
with  my  bank. 
Because  of  this  I've  been  shopping 
around.  One  bank,  the  Midland,  offers  all 
sorts  of  goodies  in  a  packet  called 
"Meridian"  which,  so  long  as  you  are  in 
credit,  gives  you  interest  up  to  10  per 
cent.  But  in  the  agreement  you  are  asked 
to  sign,  when  what  is  called  a  reserve 
account  includes  account  charges  of  £10  a 
month,  the  APR  can  be  44.3  per  cent! 
Other  charges  for  credit  within  the 
scheme  can  vary  between  18.1  per  cent 
and  39.8  per  cent.  This  must  surely  be 
called  usury?  Since  nothing  is 
manufactured  in  such  transactions,  except 
an  inflation  of  true  cost  to  the  user,  then 
the  proliferation  of  parallel  credit  facilities 
with  little  or  no  inter-relation,  has  to 
represent  a  major  contribution  to  the  true 
cost  of  living  as  well  as  inducing  a 
frighteningly  unsafe  level  of  indebtedness 
on  a  national  scale.  This,  of  course,  is 
called  the  '  'free  play  of  economic  forces" . 

By  now  you  will  have  realised  there  is 
a  vacancy  as  financial  advisor  to  a  famous 
national  figure  just  waiting  to  be  filled.  But 
no,  I'm  not  going  to  take  it.  My  point 
follows  from  the  recent  article  on  smart 
cards.  It  would  be  dead  easy  to  have  credit 
information  coded  on  a  smart  card  which 
would  be  an  essential  for  anyone  requiring 
credit.  Just  run  it  through  the  reader  to  tell 
whether  the  punter  had  enough  '  'limit"  to 
buy  what  was  wanted  —  without  it,  no 
credit.  And  as  a  PIN  number  would  have 
to  be  given  to  make  it  operative,  there 
would  exist  an  inbuilt  safeguard  against 
fraudulent  use  by  a  thief. 
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New  pressure 
group 

It  was  reported  in  The  Sunday 
Times  last  weekend  that  Dr 
Froggatt,  a  GP  from  Cheltenham, 
'  'has  announced  a  new  pressure 
group  to  back  the  Government 
against  the  might  of  the  British 
Medical  Association.  The  Health 
Reform  Group  will  support  the 
Government's  White  Paper  in  the 
teeth  of  the  BMA's  £2milIion 
hostile  advertising  campaign' ' . 

The  Health  Reform  Group's 
chairman  will  be  Professor 
Richard  Lilford,  a  consultant 
gynaecologist  at  St  James' 
University  Hospital,  Leeds. 

As  this  group  has  yet  to  be 
officially  inaugurated,  I  phoned  Dr 
Froggatt  to  ask  his  views  on  the 
enlistment  of  pharmacists.  As  his 
reply  was  unequivocally  in  favour 
of  this  suggestion  I  have  become 
a  member. 

May  I  take  this  opportunity  of 
inviting  the  full  support  of 
pharmacists  for  this  group.  It  is 
non-political,  it  emphasises  the 
importance  of  the  team  approach 
to  health  care  both  in  family 
practice  and  hospitals,  and  is  of 
especial  significance  to 
pharmacists  practising  in  villages 
and  towns  of  the  rural  shires. 

I  shall  propose  at  the  AGM  of 
the  Rural  Pharmacists  Association 
(to  be  held  at  Lambeth  on 
November  29  at  3pm)  that  the 
RPA  offer  its  full  support  and 
encourage  all  members  to  join. 

Those  pharmacists  who  wish 
to  join  now  may  send  their 


subscriptions  of  £5  payable  to  the 
Health  Reform  Group  at  PO  Box 
205,  Cheltenham,  Gloucester 
GL51  6HH  or  to  myself  at  26 
South  Street  Wendover, 
Aylesbury  HP22  6EF. 


Keith  Jenkins 

Aylesbury 


Fishy  story 
—  not  so! 

Once  again  Xrayser's  comments 
(C&D  October  14)  on  fish  oils,  are 
as  pithy  and  topical  as  ever  and  yet 
he  voices  some  surprise  at  the 
consumer  interest  in  fish  oils  and 
heart  disease. 

Britain  leads  the  world  in 
coronary  deaths  per  thousand  of 
the  population  and  a  major  study 
such  as  the  recent  Medical 
Research  Council  trial  in  Cardiff, 
with  a  29  per  cent  reduction  in 
deaths,  is  bound  to  generate  a  lot 
of  consumer  and  media  interest. 
Pharmacists  are  in  a  unique 
position  to  offer  advice  not  only  on 
fish  oils,  but  on  overall  diet  and 
lifestyle,  and  can  thus  play  a  part  in 
reducing  this  embarrassing 
statistic.  Does  his  surprise  arise 
from  the  fact  that  a  "natural" 
product,  such  as  pure  cod  liver  oil, 
can  have  such  an  effect,  or  is  this 
still  looked  upon  with  sceptiscism 
by  some  pharmacists? 

With  regard  to  the  rate  of  sale, 
unless  Xrayer's  shop,  or 
consumers,  are  unusual  then  his 
sale  of  "Seven  Seas  Pure  Cod 


Pharmacist  Jim  Anderson  is  presented  with  a  cut  glass  crystal  decanter 
and  a  bottle  of  whisky  on  his  retirement  by  Ray  Durey,  general  manager 
o/Unichem,  Newcastle.  Mr  Anderson,  who  lives  in  Gosforth,  joined 
Unichem  in  January  1975  and  has  been  active  in  the  local  LPC  and 
FPC  committees 


Liver  Oil",  during  the  winter 
months,  should  be  higher  than  any 
other  branded  OTC  medicine  that 
he  sells.  Or  maybe  it's  passing 
under  his  nose  unnoticed! 


R.I.  Elliott 

Group  product  manager, 
Seven  Seas  Health  Care 

Hitting  back 
at  Boots 

As  we  know,  Boots  are  making  an 
aggressive  attempt  to  take  a  large 
slice  of  residential  homes  business 
—  using  their  money  to  buy 
business  from  private  and  small 
company  pharmacy.  At  the  same 
time  I  note  that  Crookes,  a  wholly 
owned  subsidiary  of  Boots, 
showed  a  large  increase  in  profits. 
Profits  earned  almost  totally  by 
the  efforts  of  private  pharmacy. 
Profits  then  used  to  stab  private 
pharmacy  in  the  back. 

For  my  part  I  shall  boycott 
Crookes  products  as  the  only  way 
I  know  to  show  Boots  how  I  feel. 
Hit  them  in  the  balance  sheet. 

1.  Next  time  I  see  a  Crookes  rep  I 
shall  not  place  an  order,  but  order 
smaller  quantities  from  a 
wholesaler. 

2.  Next  time  I  choose  products  to 
promote  I  shall  omit  Crookes 
brands. 

3.  Next  time  I  am  asked  to 
recommend  a  product  there  are 
alternatives  to  Crookes  products: 
Cheaper  and  more  profitable 
ibuprofen  than  Nurofen;  other 
mositurisers  than  E45,  or  throat 
sweets  than  Strepsils. 

I  shall  still  keep  Crookes  products, 
just  not  promote  them. 


Bruce  Inns 

Falmouth 


Amen... 

The  best  comment  or  epitaph  on 
the  RPSGB  Council's  generous 
decision  on  the  elderly 
pharmacists'  retention  fee  to  the 
sweet  by  and  by  of  the  90's,  when 
many  of  those  concerned  have 
passed  on,  is  "Momento  mori". 


Mervyn  Madge 

Plymouth 


f 


Ethyl  Alcohol 


(S.V.R.) 

Fermentation  and  synthetic  qualities  both  available  to  British  and  all  well  known  International  Specifications  and  Pharmacopoeias. 


HAYMAN  LIMITED 

FORMERLY  JAMES  BURROUGH  (F.A.D.)  LTD. 
70  EASTWAYS  INDUSTRIAL  PARK,°WITHAM,  ESSEX  CM8  3YE,  ENGLAND  TEL:  0376  517517 
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\  BREWER'S  YEAST 

THERE'S  A  HEALTHY  PROFIT  IN  THEM  AS  WELL. 


An  awful  lot  of  natural  things  go  into 
Cantassium  Multivitamins. 

Over  fifty  ingredients  to  be  exact. 

It's  no  wonder  then,  consumers  are  quite 
prepared  to  pay  a  decent  price.  Leaving  you  a 
decent  profit. 

Cantassium  Multivitamins  are  just  part  of 
the  extensive  range  we  produce. 

And  the  quality  story  is  equally  impressive 
on  each  of  our  products.  Making  them  even 
more  popular  with  consumers. 

This  year  demand  has  been  particularly 
encouraging.  Prompted  by  a  national  press 


advertising  campaign.  And  our  new  eye 
catching  pack  designs. 

Make  sure  you  get  your  share  of  the 
healthy  profits. 

Start  taking  Cantassium  Multivitamins. 


Vitamins 

with  Mine  fats  uml 
Hvmlnn  Primrose  Oil 

fill  Tttblets 


Cantamega 
2^00 

MulmntamifUiiHlMineial 

Formula,^ 

Strong 


Available  through  your  wholesaler 

Cantassium  Vitamins,  Larkhall  Natural  Health,  225  Putney  Bridge  Road,  London  SW15  2PY.  Tel:  01-874  1130  Fax:  01-871  0066. 
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Rose  Laird  is 
available 

Silhouette  International  have 
taken  Rose  Laird,  their 
professional  beauty  salon  range  of 
skincare  products,  into  the  retail 
sector.  The  launch  is  being  backed 
with  a  £250,000  spend,  including 
advertisements  in  Hello. 

The  company  says  that 
following  the  brand's  continued 
growth  through  beauty  salons, 
and  the  current  market  trend 
towards  effective  skincare 
products,  they  have  decided  to 
unveil  a  new-look  retail  collection. 

The  new-look  range  comes  in 
peach  grey  and  silver  and  the 
products  are  said  to  be  mainly 
priced  under  £6  with  a  collection  of 
collagen  creams  and  night 
treatment  creams  at  £9.50. 
Silhouette  International,  Kenwood 
Road,  Reddish,  Stockport, 
Cheshire.  Tel:  061-431  9384. 


A  small  world 
for  Benetton 

Colors  de  Benetton  are  offering 
consumers  the  opportunity  to  try 
their  men's  fragrance  range  with 
a  trial  30ml  eau  de  toilette  spray. 

The  spray  has  a  selling  price  of 
£7.95  and  has  been  introduced 
under  the  name  "It's  a  small 
world".  It  comes  packaged  in  a 
pillow  box.  Maurice  Douek  Ltd. 
Tel:  01-328  1036. 
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Rennie  range  is 
going  for  Gold 


Nicholas  Laboratories  are 
launching  Rennie  Gold  into  the 
OTC  indigestion  remedy  market. 

The  new  product  has  been 
developed  after  research  showed 
that  consumers  wanted  a 
"smoother  tablet  with  a 
refreshing  taste",  say  Nicholas. 
Each  tablet  contains  750mg 
calcium  carbonate,  and  the  dose  is 
two  tablets  chewed  when 
necessary  to  a  maximum  of  14 
tablets  in  a  day.  The  legal 
classification  is  General  Sales  List. 

Nicholas  say  that  technological 
developments  have  led  to  a  new 
formulation  process  which 
eliminates  the  chalky  aftertaste 
that  can  be  left  by  indigestion 
remedies.  Particles  are  finely 
textured  and  dissolve  easily. 


Flavoured  mint,  Rennie  Gold 
comes  in  packs  of  10  (£0.49),  20 
(£0.89)  and  50  (£1.69). 

A  £500,000  support  package, 
which  includes  a  national  Press 
campaign  and  a  sampling  offer 
through  women's  magazines, 
runs  until  April  1990.  The  spend  is 
part  of  a  £2m  campaign  to  support 
the  Rennie  range. 

Nicholas  describe  the  new 
product  as  a  premium  priced 
indigestion  tablet,  and  marketing 
manager  Nicola  Dudman  says: 
' '  Rennie  Gold  will  appeal  to  those 
who  are  prepared  to  pay  a  little 
extra  for  a  smoother,  more 
tasting  remedy." 
Laboratories  Ltd, 
division.   Tel:  0753 


pleasant 
Nicholas 
healthcare 
23971. 


Two  more  for 
Rochas  range 

Rochas  have  added  two  more 
products  to  their  Response 
skincare  range,  which  are  said  to 
combine  easy  application  with  a 
caring  formula. 

Embellisseur  extreme  radical 
(£32  30ml)  is  described  as  a  multi- 
action  serum  which  helps  to 
promote  a  radiant  complexion. 

It  is  said  to  have  a  non-greasy 
formula  with  a  light,  woody 
fragrance.  It  comes  in  a  matt  glass 
bottle  with  an  ivory  pump-action 
top. 


Protection  active  radical  is  a 
24-hour  protective  cream  which  is 
said  to  act  against  extremes  of 
temperature  and  is  particularly 
suitable  for  very  dry  skin.  It 
comes  in  50ml  (£28)  and  30ml 
(£20)  ivory  jars.  Rochas  Perfumes 
Ltd.  Tel:  01-961  6440. 


Lacoste 

Jean  Patou  have  introduced  a  30ml 
eau  de  toilette  spray  to  their 
Lacoste  men's  fragrance  range 
for  next  year. 

The  new  size  will  be  available 
during  the  January  and  July  sales 
periods  only  at  £9.95.  Jean  Patou. 
Tel:  01-328 1036. 


Algemarin 
bath  care  for 
the  UK 

Cosmetic  Retail  Resources  have 
launched  Algemarin,  a  German 
bath  care  range,  into  the  UK 
market. 

The  range  has  been 
repackaged  for  the  UK  in  white 
with  colour  coding  to  identify  each 
of  the  products. 

Algemarin  is  said  to  contain 
seaweed  extracts  and  comprises: 
foam  bath  (250ml  £4.99);  shower 
gel  (125ml  £1.99);  creme  bath 
(250ml  £4.99);  friction  lotion 
(250ml  £4.99)  and  creme  soap 
(100g£1.95). 

The  product  is  initially 
available  to  all  branches  of  Boots, 
but  will  be  sold  into  pharmacy 
outlets  next  month.  Cosmetics 
Retail  Resources  Ltd.  Tel:  0628 
770011. 


Royal  jelly 
extra... 

Booker  Nutritional  Products  are 
offering  50  per  cent  extra  free  on 
their  Healthcrafts  range  of  royal 
jelly  capsules. 

The  special  packs  will  be 
available  throughout  this  month 
and  next  at  a  selling  price  of  £4.25 
for  30  capsules,  (cases  of  six 
£14.78  trade).  Booker  Nutritional 
Products.  Tel:  0932336366. 


734 


CHEMIST  &  DRUGGIST  4  NOVEMBER  1989 


The  long 
and  the  short 
of  UniChem's 
new  generics 
policy. 

We're  about  to  launch  a  brand 
new  scheme  on  generics  for  all 
our  members. 

We've  selected  the  best  selling 
generics  products  from  the  most 
reputable  manufacturers,  and  all 
at  very  competitive  prices. 

Instead  of  giving  you  discounts, 
we'll  be  offering  you  net  prices 
which  are  considerably  lower  than 
previously.  So  the  savings  you'll 
make  will  often  be  even  greater. 

Take  a  look  at  our  new  price 
structure  and  the  full  line  service 
we're  offering  and  compare  us  to 
your  current  generics  supplier.  We 
think  you'll  find 
we  more  than  ,  ;  .  TZ^^ 
measure  up  UmIwIIQiTi 


SERVICE 


SHORT  LINE  PRICING 


UniChem  Limited,  UniChem  House,  Cox  Lane, 
Chessington,  Surrey  KT9  1SN.  Tel:  01-391  2323. 


— r- 

7ite  /l/ew  Philips  Satinelle  -  the  effective  and  virtually  painless  method  for  removing  unwanted  leg-hair  with  the  roots. 

The  secret  of  this  lies  in  the  guard  and  the  rotating  hair  lifters  behind  it.  The  guard  keeps  the  skin  taut  so  that  it  isn't  pulled 
upwards  along  with  the  hair.  Next,  the  guard  raises  the  hair  and  guides  it  to  the  lifters.  The  hair  lifters  then  grip  the  hair  firmly 
and  remove  it  in  one  quick  movement.  This  is  done  at  exactly  the  right  speed  -  not  too  fast  so  the  hair  doesn't  break  off. ..and  not 
too  slow,  to  be  as  comfortable  as. possible. 

It  takes  only  a  maximum  of  25  minutes  of  easy  gliding  up  and  down  and  it  gives  perfectly  smooth  legs  for  weeks  to  come. 

The  Satinelle  has  no  external  transformer,  which  makes  it  compact,  light  and  easy  to  travel  with. 


COUNTERPOINTS 


Cow  &  Gate 


Support  for  Seatone 
with  new  POS  range 


Unichem's 
Counter  Credit 

Unichem  have  announced  plans  to 
extend  their  Counter  Credit 
promotion  into  1990,  and  will  be 
adding  a  further  £1  million  to  the 
prize  fund,  bringing  it  up  to  £2m. 

Members  will  be  able  to  save 
their  points  for  bigger  items  and 
carry  points  over  from  1989  to 
1990,  say  Unichem. 

New  features  will  also  be 
introduced  in  addition  to  the 
monthly  promotions.  These 
include:  double  counter  credit 
points  in  certain  months  during  the 
year,  the  availability  for 
manufacturers'  salesforces  to 
issue  points  on  transfer  order 
transactions,  and  a  special 
"hotlist"  of  top  OTC  lines  at 
competitive  prices. 

New  Counter  Credit 
catalogues,  folders  and  calculators 
will  be  issued  early  in  the  New 
Year  say  Unichem.  Tel:  01-391 
2323. 


Countercall's  "buy  now,  pay  later" 
promotion  on  Hill's  products  only 
applies  to  the  adult  expectorant, 
not  the  whole  Balsam  range  as 
indicated  last  week  (p704). 
Countered!  Ltd.  Tel:  021-356 
0478. 


go  direct 

Cow  &  Gate  have  launched  a 
consumer  promotion  for  their 
range  of  baby  meals  using  the 
direct  mailing  technique. 

The  company  is  mailing  to 
over  1  million  mothers  with  babies 
aged  three  to  seven  months  with 
some  practical  advice  and  the 
opportunity  to  obtain  a  free  gift. 

The  gift  package  contains  a 
feeding  guide  offering  advice  on 
the  move  from  milk  to  solids. 

It  also  includes  a  set  of  four 
vouchers,  worth  5p  each,  to  be 
redeemed  against  any  of  the 
products  in  the  Cow  &  Gate 
range,  with  one  voucher  per  item. 

There  is  also  a  coupon 
enabling  the  mother  to  obtain  a 
free  teething  rattle  by  Kiddicraft 
toys.  Cow  &  Gate  Ltd.  Tel:  0225 
768381. 


Elida  Gibbs  are  offering  50ml  extra 
free  on  their  400ml  Timotei 
shampoo. 

To  complement  this  offer,  the 
company  is  also  banding  together 
the  200ml  sizes  of  Timotei 
shampoo  and  conditioner  (£1.75). 
Both  promotions  run 
concurrently.  Elida  Gibbs.  Tel: 
01-4861200. 


Booker  Nutritional  Products  are 
supporting  their  Seatone  brand, 
with  a  new  range  of  point  of  sale 
material. 

A  merchandiser  pack  has  been 
introduced,  containing:  six  packs 
of  superstrength  Seatone 
(350mgx48  capsules);  three 
packs  of  superstrength  Seatone 
(350mg  x  90  capsules)  and  three 
standard  Seatone  (230mgxll0 
capsules). 

A  leaflet  detailing  the 
properties  and  benefits  of  the 


Holiday  help 

Beecham  Toiletries  are 
supporting  the  Macleans 
toothpaste  range  with  a  £2m 
national  television  advertising 
campaign  running  from  mid- 
November  to  mid-December.  It 
will  feature  the  Macleans  tin 
soldier  commercial. 

To  complement  this,  the 
company  is  offering  consumers 
the  chance  to  save  up  to  £150  on 
their  holidays. 

Consumers  are  asked  to  send 
proofs  of  purchase  with  their 
holiday  deposit  and  original 
booking  form  to  a  designated 
address. 

A  cheque  is  then  sent  to  the 
consumer  with  the  holiday  travel 
documents  a  fortnight  before  the 
holiday. 

The  value  of  the  cheque 
depends  on  the  value  of  the 
holiday  booked  and  ranges  from 
£20  to  £150.  The  majority  of 
consumers  will  receive  a  10  per 
cent  discount  off  the  price  of  an 
average  holiday,  says  the 
company. 

The  offer  begins  this  month 
and  is  featured  on  the  175ml 
cartons  and  the  100ml  and  200ml 
pumps  in  both  freshmint  and 
mildmint  variants.  One  proof  of 
purchase  is  needed  from  the 
200ml  pumps  and  two  from  the 
175ml  cartons  or  100ml  pumps. 
Beecham  Toiletries.  Tel:  01-560 
5151. 


product  is  also  available  free  for 
the  consumer. 

The  trade  price  of  the 
merchandiser  is  £44.86  but 
Booker  are  offering  it  at  a  special 
introductory  price  of  £39. 12. 

The  company  is  also  launching 
a  consumer  advertising  campaign 
to  be  featured  in  selected 
magazines  throughout  the  next 
three  months,  including  Peoples 
Friend,  My  Weekly  and  Choice. 
Booker  Nutritional  Products.  Tel: 
0932336366. 
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Sterling  go 
back  to  Press 

Sterling  Health  are  advertising 
Milk  of  Magnesia  in  the  Press  for 
the  first  time  since  1981  in  a 
£450,000  advertising  campaign. 

The  six  month  campaign 
combines  a  mixture  of  half  double 
page  spreads  and  half  pages  in 
family  magazines  including 
Woman's  Own,  Essentials, 
Living,  Prima,  Family  Circle, 
Good  Housekeeping,  Mother  and 
Baby,  and  TV  Times.  Sterling 
Health.  Tel:  0483  65599. 


Bigger  Braun 

Braun  are  increasing  next 
month's  £700,000  national 
television  campaign  for  Silk-epil  by 
a  further  £250,000. 

The  £950,000  campaign  will 
hit  the  screens  nationwide  this 
month  and  runs  until  Christmas. 

A  20-second  commercial 
focuses  on  the  "simplicity  and 
effectiveness"  of  Silk-epil  and  is 
expected  to  be  seen  by  71  per 
cent  of  all  women. 

The  campaign  will  be 
supported  with  point  of  sale 
material,  including  dispensers 
containing  leaflets  showing  how 
Silk-epil  works.  Braun  UK  Ltd. 
Tel:  093  27  85611. 


SEA- 


Contact  your  nearest  Stockist:  Nekeni  0482  223424; 
Valley  Sundries  0 1 -304  471 1;  Silkgrange  01-885  5242; 
SWS  Sundries  0394  277664;  RajDist.  01-470  1616. 
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Available  in  the  following  presentations- 


Cimetidine  Tablets  200  mg.  5  x  24  (blister  packs)  P.L.  No.  0530/0280.  List  Price  £17.75 
Cimetidine  Tablets  400  mg.  4  X  15  (blister  packs)  P.L.  No.  0530/0281.  List  Price  £18.65 
Cimetidine  Tablets  800  mg.  2  x  15  (blister  pacb)  P.L.  No.  0530/0282.  List  Price  £17.70 


Tablets 
200mg 


120  tablets  in  bl 


^NORTON 


10* 


NORTON 


arris  Pharmaceuticals  Limited    Patman  House,  George  Lane,  London  E18  2LS.  Tel  01-530  7166,  Fax  01-989  0452,  Tlx  897734. 


Ready-to 
11  be  buy 


Cow  &  Gate  are  proud  to  announce 
the  latest  addition  to  our  very  successful 
babymilks  range:  Ready-to-Feed.  In  both 
Premium  and  Plus. 

A  babymilk  that's  ready  made  up  in 
the  bottle.  All  mothers  have  to  do  is  put  on 
a  sterilised  teat  and  locking  ring  and  it's 
ready  to  feed. 

Cow  &:  Gate  Ready-to-Feed  is 
perfect  for  those  occasions  when  mothers 
are  out  of  the  house,  for  example,  shopping 
or  visiting  friends. 

It's  perfect  for  packing  in  a  suitcase 
to  take  on  holiday  or  a  weekend  trip. 

And  it's  perfect  when  mothers  are 
unable  to  make  up  feeds  themselves  and 
have  to  rely  on  others,  like  babysitters. 

They  love  the  convenience  and  can 


f  r$@>t  1 

{PREMIUM  ;| 

V 
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see  endless  opportunities  for  using  Ready- 
to-Feed.  In  research  we  found  it  got  an 
excellent  response. 

In  fact  of  all  the  mothers  we  talked 
to,  more  than  70%  were  really  enthusiastic. 
(They  remembered  thinking  what  a  good 
idea  it  was  when  they  first  experienced  it 
in  the  maternity  ward.) 


BREASTMILK  IS  THE  BEST  FOOD  FOR  BABIES  THE  PURPOSE  OF  INFANT  MILK  FORMULA  IS  TO  REPLACE  OR  SUPPLEMENT  BREASTMILK  WHEN  A  MOTHER  CANNOT  OR  CHf 


Feed  baby 
tig  it  by 


Which  is  why  we  confidently 
predict,  you'll  be  selling  Cow  &  Gate 
Ready- to-Feed  by  the  case  load.  (Extra 
market  growth  is  forecast  from  ready-to- 
feed  in  a  babymilk  market  that  is  already 
growing  rapidly.) 

There  are  two  sizes:  100  ml  (3.5  fl 
oz)  and  200  ml  (7  fl  oz)  so  they're  ideal 
for  feeding  from  birth  to  weaning  and 
beyond. 

And  they  all  come  in  secure  tamper 
evident  packaging. 

The  launch  is  backed  by  continuous 
advertising  support  in  the  baby  annuals 
and  publications  read  by  health  care 
professionals. 

Awareness  will  be  high.  The 
demand  will  be  there. 
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Make  sure  you  can  meet  it  by 
getting  in  casefuls  of  Cow  &  Gate  Ready- 
to-Feed  now. 

For   more   information,  please 
contact: 

Cow  &:  Gate  Limited, 
Trowbridge, 

Wiltshire  BA14   8YX.    The  Babyfeeding  Specialists. 

T  TO  BREASTFEED    THE  COST  OF  INFANT  MILK  FORMULA  SHOULD  BE  CONSIDERED,  AND  MEDICAL  ADVICE  TAKEN,  BEFORE  DECIDING  HOW  TO  FEED  A  BABY 


.:'.  .  ■.::•-,•/:,  .;  ■;■           . CO 

UNTERPOINTS 

«P  m 1 

The  market  for  toilet  soap  has 
been  declining  steadily  in  both 
volume  and  value  terms  over  the 
past  five  years,  says  the  latest 
soaps  and  bath  additives  report 
from  Mintel. 

Since  1983,  the  market  has 
declined  in  volume  and  real  value 
terms  by  15  and  20  per  cent 
respectively.  It  is  now  estimated 
at £82 m. 

On  a  more  positive  note,  the 
report  stresses  that  the  rate  of 
decline  for  this  market  will 
eventually  slow  down  or  plateau 
due  to  the  "must  buy' '  nature  of 
toilet  soap  for  general  use  and  the 
"enormous  loyalty"  of  some 
consumers  to  certain  brands. 

The  fastest  growing  sector  in 
the  soap  and  bath  additives 
market  is  shower  gel  which  is  said 
to  be  growing  at  38  per  cent  per 
annum  in  value  terms. 

It  was  valued  at  £25m  in  1988 
and  is  expected  to  top  £35m  for 
1989. 

The  report  attributes  this  to 
lifestyle  change,  with  more  than 
45  per  cent  of  households  now 
owning  a  shower  —  this  figure  is 
expected  to  increase  by  8-10  per 
cent  per  annum. 

The  overall  bath  additives  and 
shower  gel  market  is  valued  at 
£114m  for  1988  and  has  grown  by 
119  per  cent  over  the  past  five 
years. 

Own  label  products  are  very 
strong  although  the  lion's  share  in 
the  sector  goes  to  Nicholas 
Laboratories'  Radox  brand  (16 
per  cent),  with  Boots  and  Marks 
&  Spencer  close  behind  with  11 
and  9  per  cent  shares 
respectively. 

Multiple  grocers  still  take  the 
largest  share  of  sales  for  both 
markets  with  63  per  cent  of  value 
for  soap  sales  in  1988  and  29  per 
cent  for  bath  additives. 

The  report  claims  that 
advertising  has  varied  over  the 
past  five  years  with  a  general 
decrease  in  the  spend  on  soaps 
and  an  increase  on  bath/shower 
products.  The  latter  grew  by  92 
per  cent  year  on  year. 

In  1988  the  major  spender  was 
Cussons  for  its  Imperial  Leather 
shower  gel  lines  with  a  recorded 
spend  of  £lm.  The  company 
expects  to  double  this  in  1989. 
Mintel  Market  Intelligence.  Tel: 
01-6064533. 


It's  all  white 

Colors  de  Benetton  have 
introduced  Nuances  in  White,  a 
30ml  eau  de  toilette  spray  (£9.95). 

The  fragrance  comes  in  a 
choice  of  four  different  colours; 
red  and  white,  blue  and  white, 
yellow  and  white  and  green  and 
white.  Maurice  Douek.  Tel: 
01-328  1036. 


Scarf  offer 

Beecham  Toiletries  are 
promoting  their  pump  action 
Aquafresh  toothpaste  in  the  pre- 
Christmas  period  with  a  consumer 
offer  of  an  Italian-made  acrylic 
scarf. 

The  scarf  comes  in  a  choice  of 
the  Aquafresh  colours  of  red, 
white  and  blue,  and  to  obtain  it, 
the  consumer  needs  to  buy  two 
100ml  or  one  200ml  Aquafresh 
pump  from  either  the  original  or 
mild  V  minty  variant. 

The  promotion  is  advertised 
on  a  shrink  sleeve  around  the  pack 
caps.  The  closing  date  is  June  30 
next  year.  Beecham  Toiletries. 
Tel:  01-560  5151. 


Braun  spend 

Braun  are  advertising  their  men's 
shavers  range  on  television  this 
month  in  a  £1.7m  campaign 
running  until  Christmas. 

A  30-second  commercial 
features  Braun's  system  1-2-3 
using  the  3550  shaver  with 
computer-controlled  technology. 

The  commercial  is  being 
weighted  in  the  London  area  and  is 
matched  with  two  humorous 
40-second  commercials  on  Capital 
and  LBC  radio. 

The  company  believes  that  the 
campaign  will  reach  83  per  cent  of 
its  target  audience  which  is 
described  as  women  and  men 
aged  25  to  50.  Braun  UK  Ltd. 
Tel:  0932  785611. 

New  Era  are  targeting  London  tube 
travellers  with  a  poster  campaign 
for  their  Calm  &  Clear  mineral 
tissue  salts.  The  message  is  that 
"Calm  &  Clear  helps  you  unwind 
the  wind  ups".  New  Era 
Laboratories.  Tel:  0482  75234. 


A  Klean 
new  look 

Whitehall  Household  Proudcts 
have  updated  their  Spray  'n  Klean 
multi-purpose  foam  cleaner. 

Packs  now  feature  more 
striking,  modern  graphics,  says 
the  company,  and  are  designed  to 
draw  the  attention  of  the 
consumer  to  the  benefits  that  the 
product  can  offer.  Whitehall 
Laboratories  Products.  Tel: 
01-6368080. 

TV  Format 

Bristol-Myers  are  supporting 
their  recently  launched  Format 
hairstyling  range  with  a  £lm  first 
phase  television  advertising 
campaign  this  month. 

The  commercial  will  appear  in 
the  London,  Central,  Granada  and 
Yorkshire  regions  during 
November  and  "focus  on  the 
range's  superior  performance". 

A  second  phase  of  advertising 
is  planned  for  early  1990.  Bristol- 
Myers.  Tel:  0895  639911. 


E45  robe 

A  free  limited  edition  bath  robe  is 
one  of  the  special  offers  featured 
in  Unichem's  November  offers 
catalogue.  The  E45  bathrobe  will 
be  given  free  when  pharmacists 
order  eight  cases  from  the  range. 

Other  special  offers  include: 
Cussons  Pearl  soap,  Bic  parfums, 
Pro  Plus  and  Feminax  and 
Unichem's  own  label  film.  Special 
prices  apply  to  all  qualifying  orders 
placed  in  November,  say  Unichem 
Ltd.  Tel:  01-3912323. 


ON  TV  NEXT  WEEK 


GTV  Grampian 
B  Border 
C  Central 

CTV  Channel  Islands 
LWT  London  Weekend 
C4  Channel  4 

U  Ulster                         SK  Sky 

G  Granada                        STV  Scotland  (central) 

A  Anglia                           Y  Yorkshire 

TSW  South  West              HTV  Wales  &  West 

TTV  Thames  Television       TVS  South 

TV-am  Breakfast               TT  Tyne  Tees 

Television 

Bisodol: 

TV-am 

Celsius: 

U 

Benylin  Day  &  Night: 

A.TVS.LWT.TTV 

Format: 

C,G,Y,LWT 

Listerine: 

GTV 

Microglide: 

All  areas 

Plax: 

STV,Y,C,HTV,TT 

Sanatogen: 

All  areas  except  CTV.C4  &  TV-am 

Seven  Seas  Berries: 

TTV.C4 

Seven  Seas  Cod  Liver  Oil: 

All  areas 

Solpadeine: 

All  areas 

Nurofen  news 

Crookes  Healthcare  are 
advertising  Nurofen  in  cinemas  for 
the  first  time  this  month, 
continuing  until  the  end  of  March. 

The  company  claims  that  this 
is  the  first  time  that  an  analgesic 
product  has  been  advertised  in  a 
cinema,  and  it  is  being  screened  in 
three  test  areas  —  Ulster,  Border 
and  Grampian. 

It  is  a  repeat  of  the  40-second 
Nurofen  television  commercial 
and  will  be  shown  on  all  79  screens 
in  the  areas.  Crookes  Healthcare. 
Tel:  0602  507431. 


Oral-B  price 
promotions 

Oral-B  Laboratories  have 
announced  two  price  promotions 
on  Zendium  toothpaste  and  their 
range  of  right  angle  toothbrushes. 

This  month  right  angle 
toothbrushes  will  be  offered  at  a 
promotional  price  of  £0.99,  with  a 
saving  of  16p  per  toothbrush 
purchased,  while  Zendium  will 
offer  money-off  coupons  for 
savings  of  25p  on  the  next 
purchase  of  an  80ml  tube  of 
Zendium  and  of  15p  on  50ml. 

The  offers  will  be  flashed  on- 
pack.  Oral-B  Laboratories  Ltd. 
Tel:  0296  432601. 


Win  a  car 

Consumers  will  have  the  chance 
to  win  a  Peugeot  205  Cabriolet  in 
Elida  Gibbs'  latest  on-pack  offer 
on  the  Cream  Silk  brand. 

Consumers  are  asked  to  rank 
the  attributes  of  Cream  Silk  and 
complete  a  tie  breaker. 

The  competition  is  featured  on 
a  promotional  collar  and  each  size 
of  the  product  comes  with  a 
money-off  coupon  (the  value 
depending  on  pack  size) 
redeemable  against  next 
purchase.  Elida  Gibbs.  Tel: 
01-4861200. 


A  mystery... 

From  November  20  to  December 
1  "mystery  shoppers"  will  be 
calling  into  pharmacies  to  see  if 
Potters  catarrh  pastilles  are  on 
display.  If  they  are,  or  they  are 
recommended  when  the  mystery 
shopper  asks  for  something  to 
relieve  catarrh,  coughs  and  colds, 
then  pharmacists  will  immediately 
receive  £5  and  be  entered  for  a 
prize  draw  for  £500  worth  of 
audio/visual  equipment,  say 
Booker  Nutritional  Products.  Tel; 
0932336366. 
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SULEO-C 
carbaryl 
lotion 


CARBARYL  IN  SULEO-C  IS 
STABILISED 

You  can  recommend  Suleo-C  with 
confidence,  knowing  it  works  and 
will  not  become  inactive. 


Rapid  2  hour 
treatment 

WITH  CARBARYLO.5%  w/v 

Eradicates  head  lice 

Easy  to  use 


SULEO-M 
malathion 
lotion 


RAPID  ACTION 

Suleo  gives  100"b  eradication  in  2 
hours. 

COMBATS  RESISTANCE 

Choose  malathion  (Suleo-M)  or 
carbaryl  (Suleo-C)  to  fit  your  Local 
Authority  rotational  policy. 

VALUE  FDR  MONEY 
FAMILY  PACKS 

Suleo  family  packs  contain  enough 
medication  to  treat  4-6  people. 

SULEO 

THE  QUICK  ANSWER  TO  A  WORRYING  PROBLEM 


Rapid  2  hour 


treatment 

WITH  MALATHION  0  5%  w/v 

Eradicates  head  lice 

Easy  to  use 


International  Laboratories  Limited 

Leading  the  way  in  louse  control. 


OUR  INDEPENDENT 

CHEMIST 
HAS  NEVER  HAD  IT 

SO  GOOD 

Mawdsley's  share  your  commitment  to 
independence.  We  try  harder  to  help  you 
maintain  your  competitive  edge  at  all  times. 
This  applies  whether  it  is  OTC  or  your 
dispensary  business. 

EXCELLENT  MARGINS 

Here  are  just  a  few  typical  Mawdsley's  low 
prices  from  our  P.L.O.F.  Book,  and  you 
don't  have  to  pay  until  the  end  of  the 
following  month.Just  compare  these  against 
your  existing  supplier. 

Johnsons  Baby  Lotion  200ml  x  12  £  9.78 

»  Nurofen  Tablets  12*s  x  24  £  1 0.72 

•  Head  &  Shoulders  Lotion  Family  150ml  x  12  £10.22 
<§>  Seven  Seas  Cod  Liver  Oil  170ml  x  6  £  5.31 

•  Dr  Whites'  Looped  Size  2  10's  x  24  £  1 2.24 
9  Colgate  Dental  Cream  Large  x  12  £  5.04 

EXCELLENT  RANGE 

We  have  over  3,500  quality  branded  retail 
products  in  stock  at  all  times  so  you  can 
be  sure  we'll  be  able  to  supply  whatever 
your  requirements. 

EXCELLENT  SERVICE 

Our  distribution  and  administration  is 
consistently  efficient.  Delivery  within  24/48 
hours  (minimum  10  case  order)  means  low 
stocks  with  fast,  accurate,  frequent  re-stock 
as  you  require. 

And  we  constantly  invest  in  advanced 
systems  to  maintain  our  excellence  of 
service  into  the  future.  What  more  would 
you  expect  from  Mawdsley's? 


AWDSLEYS 

WHOLESALE  CHEMISTS 

TOTAL  SUPPORT  FOR  THE  INDEPENDENT  CHEMIST 

Mawdsley  Brooks  and  Company  Limited. 
Manchester.  Tel:  061  83  3  9741.  West  Bromwich.  Tel:  021  525  1213. 
Established  1821. 


COUNTERPOINTS 


Clinijel 

Hospicon  Products  are 
introducing  Clinijel  sterile 
lubricating  jelly  at  the  end  of  this 
month. 

Described  as  a  transparent, 
odourless,  non-sensitising  gel 
with  optimum  viscosity  and 
lubricity  and  pH  5-6,  Clinijel  is 
packed  in  tubes  and  cartons  with 
blue  and  white  livery.  It  can  be 
used  as  a  sexual  lubricant  and  also 
for  digital  and  instrument  exam- 
ination, and  surgical  and 
gynaecological  lubrication  in  a 
hospital  setting. 

Wholesalers  including  Vestric 
will  stock  the  product  which 
comes  in  42g  (£1.35)  and  84g 
(£2.15)  sizes.  Clinijel  is  distributed 
by  Pharmacare  Products.  Tel: 
01-360  1200. 


BP  check 

New  from  Self-Care  Products,  is 
the  Healthcheck  finger-cuff  blood 
pressure  and  pulse  rate  monitor 
for  home  use. 

The  machine  is  sound- 
sensitive  and  works  by  picking  up 
sound  from  arterial  blood  flowing 
through  a  finger  placed  on  the 
sensor.  Healthcheck  displays 
readings  of  diastolic  and  systolic 
pressure  in  mmHg,  alternating 
with  pulse  rate. 

The  Healthcheck  blood 
pressure  monitor  (£89.95)  is 
primarily  intended  for  use  by 
accurately  diagnosed 
hypertensives  who  wish  to  keep  a 
routine  check  on  blood  pressure  at 
their  doctor's  request,  say  Self- 
Care  Products  Ltd.  Tel:  0494 
722741. 


PRESCRIPTION  SPECIALITIES 


Children's 
Formulix 

Cilag  are  launching  Formulix  elixir 
on  Monday,  as  an  addition  to  their 
analgesic  Tylex. 

Manufacturer  Cilag  Ltd, 
Saunderton,  High  Wycombe, 
Bucks,  HP14  4HJ 
Description  Amber  coloured, 
cherry  flavoured  elixir  containing 
120mg  paracetamol  and  12mg 
codeine  phosphate  in  each  5ml 
Uses  Relief  of  mild  to  moderate 
pain 

Dosage  Children  aged  3-6  years: 
one  5ml  spoonful  three  or  four 
times  a  day  —  aged  7-12  years: 
two  5ml  spoonfuls  three  or  four 
times  a  day 

Side  effects  Lightheadedness, 
dizziness,  sedation,  nausea  and 
vomiting.  Effects  are  more 
prominent  in  ambulatory  patients 
and  may  be  alleviated  by  lying 
down 

Contraindications,  warnings, 

etc  Concomitant  administration 
with  other  central  nervous  system 
depressants  may  cause  an 
additive  depressant  effect.  The 
dose  of  one  or  both  agents  should 
be  reduced.  Not  recommended 
during  pregnancy  or  lactation  or  in 
children  under  the  age  of  three 
years  because  safety  and 
effectiveness  has  not  been 
established 

Supply  restrictions  POM 
Packs  500ml  (£6  trade) 
Product  licence  0076/0106 
Issued  November  1989 


BRIEFS 


Berk  are  adding  the  following  to 
their  generics  range:  triazolam 
tablets  125mcg  (500  £28)  and 
250mcg  (500  £38)  and  penicillin 
VK  tablets  250mg  (1000  £19.98, 
all  prices  trade).  Berk  Generics, 
division  of  Rorer  Pharmaceuticals. 


Tel:  0323  641144. 
total  nebuliser  solution  now  comes 
in  a  pack  of  60  plastic  ampoules 
(£15  trade)  each  containing  2ml  of 
sterile  aqueous  sodium 
cromoglycate  1  percent,  without 
preservatives.  This  replaces  the 
48  glass  ampoule  pack.  Packs  now 
contain  a  15-day  supply  and  an 
updated  patient  information 
leaflet.  Existing  stocks  can  be 
used  up  endorsing  the 
prescription  "48  by  2ml  pack 
supplied",  say  Fisons  pic 
pharmaceutical  division.  Tel:  0509 
611001. 

Norton  have  added  cimetidine  to 
their  generics  range.  The  200mg 
(120  £17.75)  and  400mg  (60 
£18.65)  tablets  are  round,  green 
and  film-coated  and  coded  "Cmt 
200"  and  "Cmt  400" 
respectively.  The  800mg  tablets 
(30  £17.70,  all  prices  trade)  are 
green,  film-coated  and  capsule 
shaped,  coded  "Cmt  800".  All 
have  twin  triangle  logo  on  the 
reverse.  H.N.  Norton  &  Co  Ltd. 
Tel:  01-530  6421. 
Bristol-Myers  say  the  formulation  of 
Pregestimil  has  been  improved. 
Corn  starch  replaces  tapioca 
starch  as  the  carbohydrate 
component  to  give  a  more  uniform 
suspension.  The  new  formulation 
mixes  readily  to  give  a  whitish 
liquid.  Bristol-Mvers  Co  Ltd.  Tel: 
0895639911. 

Exirel  capsules,  inhaler  and  syrup 
have  now  been  taken  over  by  3M 
Riker,  who  have  recently  been 
distributing  the  products  on  behalf 
of  Pfizer.  Capsules,  now  in  original 
packs  (see  Script  specials,  last 
week)  and  inhaler  will  appear  in 
Riker's  livery.  Exirel  syrup  has 
been  discontinued.  3M Riker.  Tel: 
0509611611. 

Elantan  LA50  is  now  supplied  in  size 
3  hard  gelatin  capsules.  The  size 
has  been  reduced  to  improve 
patient  acceptability  and 
compliance,  say  Schwarz Pharma 
Ltd.  Tel:  0494  772071. 
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In  a  changing  world  Numark's  new  nappy  range  is  a  winner 
incorporating  the  latest  nappy  technology.  Disposable  nappies  with 
pulp  that's  produced  without  chlorine,  less  impact  on  the  environment. 
Packaging  with  distinctive  colour  coding,  more  impact  on  the  shelf. 
Mother  can  see  a  change  coming  with  the  wetness  indicator  and  the 
high-absorbency  padding  is  suitable  for  girl  or  boy.  There's  extra 
comfort  for  baby  in  Ultra  Dri  Plus.  With  its  new  unique  cushioned 
waistband,  nappies  don't  come  any  better.  But  if  value-for-money  is 
all-important,  then  the  Super  Absorbent  range  is  unbeatable. 
A  minimum  of  20%  P.O.R.  is  guaranteed,  so  it's  a  better  world  all 
round  —  for  mother,  baby  and  you. 

•  NEW  UNIQUE  CUSHIONED  WAISTBAND  ON  ULTRA  DRI  PLUS  • 
•  100%  ENVIRONMENTALLY  FRIENDLY  PULP  •  WETNESS  INDICATOR  •  HIGH  ABSORBENCY  • 
•  SUITABLE  FOR  BOYS  AND  GIRLS  •  20%  PO  R  ALWAYS  GUARANTEED  • 
•  COMPLETE  RANGE  •  VALUE-FOR-MONEY  CHOICE  •  COLOUR  CODED  PACKS  • 

•  THE  COMPLETE  ANSWER  TO  CONSUMER  NEEDS  • 


ZINUMARKIZ 

XHEMISL 


NUMARK  CHEMISTS,  51  BOREHAM  ROAD,  WARMINSTER,  WILTS  BA12  9JU 
TELEPHONE:  (0985)  215555 


YOU  TOO  CAN  PICK  UP 
A  CAR  IN  OUR  CHRISTMAS 
CONSUM  ER  PROMOTION. 


We're  running  a  huge  consumer  promotion 
this  Christmas,  based  on  Colgate/Palmolive's 
toothpaste,  toothbrushes,  shampoo,  soap 
and  deodorant. 

All  your  customers  have  to  do  is  decide 
which  four  out  of  these  five  products  Santa 
would  use  before  setting  off  to  deliver  his 
presents,  and  in  which  order. 

Then  they  simply  complete  a  tiebreaker 
and  send  in  the  entry,  along  with  two  barcodes 


and  their  receipt  as  proof  of  purchase.  The  lucky- 
winner  will  receive  a  super  Vauxhall  Nova  1.0  litre 
3  door  hatchback.  But  here's  the  best  bit.  If  he  01 
she  is  one  of  your  customers,  you'll  win  one  too. 

Even  if  you  don't  win,  you  can't  lose.  Because 
ike  all  our  exclusive  offers,  this  one  offers  UniChem) 
/  members  a  great  P.O.R. 

So  make  sure  you  put  in  the  right  order 
f  Then  keep  your  fingers  crossed  that  your 
customers  do,  too. 


UniChem 

UniChem  Ltd.,  UniChem  House,  Cox  Lane,  Chessington,  Surrey  KT9  1SN.  Tel:  01-391  2323. 


BEATSON  CLARK  GLASS  MAKES  EVERYTHING  BETTER 


PEOPLE 
WILL  ALWAYS 
PREFER  GLASS 


Matching  the  needs  of  an  ever 
changing  market  place  is  the  top 
priority  of  the  pharmaceutical 
industry.  The  unique  qualities 
offered  by  glass  packaging 
coupled  with  the  full  support  of 
Beatson  Clark,  Europe  ]'  leading 
supplier  of  glass  containers  to  the 
pharmaceutical  industry,  isyourl 
best  guarantee  of  achieving  this 
objective.  With  237 years 
experience  and  an  output  of  over 
500  million  units  per  annum 
plus  continuous  product 
development,  in  particular 
CA.DJC.A.M.,  Beatson 
Clark  will  continue  to 
consolidate  that  partnership. 
Because  pharmaceutical 
products  are  only  at  their  best  in' 
Beatson  glass. 

Beatson  Clark  pic, 
The  Glass  Works, 
Greasbrough  Road,  Rotherham,\ 
South  Yorkshire,  S60 1TZ. 
Telephone:  Rotherham  (0709) 
828141.  Telex:  54329  Bcatsn  G 
Fax:  (0709)  828476 


BEATSON 
CLARK 


IPMI  CONFERENCE 


Discount  rate  set  for  dramatic 
rise  as  PI  usage  goes  up? 


The  discount  scale  for 
pharmacists'  NHS  remuneration 
could  rise  dramatically  following 
the  latest  discount  inquiry  to 
around  12  per  cent,  Alan  Smith, 
director  of  the  British  Generic 
Manufacturers  Association, 
warned  pharmacists  at  the  IPMI 
conference. 

At  that  level  the  discount  could 
approach  the  maximum  allowed 
under  the  Pharmaceutical  Price 
Regulation  Scheme  of  12.5  per 
cent. 

He  explained  that  his 
predictions  were  based  on  back- 
of-envelope  calculations  of  the 
size  of  the  market  for  parallel 
imported  products  and  the  size  of 
the  discount  given  on  list  prices  for 
generics.  His  "guesstimate"  put 
the  value  of  parallel  imported 
medicines  bought  in  the  UK  at 
around  £200m,  compared  with 
£20m  when  the  last  discount 
inquiry  was  held. 

The  figure  was  midway 
between  estimates  by  parallel 
importers  who  value  sales  at 
around  £175m  based  on  prices  at 
which  Pis  are  actually  sold,  and 
the  Association  of  the  British 
Pharmaceutical  Industry's  figure 
of  almost  £250m  which  reflects 
the  value  of  Pis  at  full 
manufacturers'  prices  in  the  UK. 

If  the  £200m  proves  to  be 
accurate  then  the  0.3  per  cent 
element  of  the  current  discount 
scale,  designed  to  clawback  £6m 
assumed  to  be  gained  by 
pharmacists  using  Pis,  could 
theoretically  rise  to  3  per  cent. 
And  the  1  per  cent  in  the  discount 
reflecting  the  difference  between 
the  market  price  and  Drug  Tariff 
price  for  generics  could  move  to  2 
per  cent  if  rumours  about  the  level 
of  discounts  now  being  given  could 
be  believed. 

That  means  the  average 
discount  of  8.2  per  cent  could 
increase  by  as  much  as  4  per  cent, 
Mr  Smith  explained,  so  that  at  the 
bottom  end  of  the  scale  there 
would  be  about  an  8  per  cent 
discount,  but  at  the  top  end  for 
larger  contractors  there  would  be 
a  discount  deduction  approaching, 
if  not  above,  the  maximum 
discount  allowed  on  branded 
medicines,  under  the  PPRS  of 
12.5  per  cent. 

Mr  Smith  said  he  awaited  with 
trepidation  the  outcome  of  the 
current  discount  inquiry.  But  even 
if  the  findings  are  as  bad  as  he  had 
assumed  and  discount  levels  are 
raised  dramatically  it  might  have  at 
least  one  positive  benefit  in 
prompting  a  change  in  the  way 
pharmacists  are  paid.  If  that 
happens  Mr  Smith  hoped  the 


Alan  Smith,  director.  BGMA 

Government  will  consider  the 
system  used  in  the  Netherlands 
where  pharmacists  are  allowed  to 
keep  20  per  cent  of  the  savings 
they  make  on  buying  medicines. 
Later  in  the  conference  IPMI 


vice-chairman  Gerry  Green  said 
his  own  research  suggested  that 
the  amount  pharmacists  were 
likely  to  gain  from  buying  Pis 
rather  than  domestic  medicines 
was  substantially  lower  than  Mr 
Smith  had  implied. 

Assuming  pharmacists  buv 
£175m  worth  of  Pis  (£125m  at 
landed  prices)  this  year  and 
assuming  importers'  and 
wholesalers'  margins  total  some 
£37m,  that  leaves  contractors 
with  about  £12m  of  which  £6m  is 
clawed  back  by  the  0.3  per  cent 
discount. 

If  those  calculations  are  found 
to  be  accurate  then  the  0.3  per 
cent  will  double  to  0.6  per  cent  and 
not  increase  tenfold,  Mr  Green 
told  C&D. 


Unichem  decision  gives  Pis 
'ultimate  recognition' 


Marcel  Hamilton,  Stephar 

Unichem's  decision  to  sell  parallel 
imported  medicines  could  be  seen 
as  the  ultimate  recognition  of  the 
role  of  Pis  in  the  European 
pharmaceutical  scene,  Marcel 
Hamilton,  director  of  Stephar,  told 
the  conference. 

Parallel  importing  has  always 
been  a  controversial  subject  and 
has  always  been  opposed  to 
varying  degrees,  Mr  Hamilton 
said,  claiming  different  ploys  have 
been  used:  "Domestic  divisions  of 
companies  have  sometimes  tried 
to  buy  back  the  business, 
companies  have  used  their 
relationships  with  the  Press  to 
promulgate  the  idea  that  Pis 
undermine  the  R&D  base  of  their 
operation,  and  pharmaceutical 
organisations  have  been  guilty  of 
suggesting  that  distribution  used 
entirely  for  Pis  is  on  a  lower  moral 
plain  than  more  traditional 
domestic  lines  of  supply . ' ' 

But,  Mr  Hamilton  argued, 
none  of  these  activities  have 
significantly  stemmed  the  flow  of 


legitimate  Pis.  And  he  did  not  see 
any  threat  to  the  PI  trade  from  a 
harmonisation  of  pharmaceutical 
prices  throughout  the  European 
Community.  It  cannot  be 
assumed,  Mr  Hamilton  said,  that 
price  convergence  will  take  place 
over  any  given  time  scale, 
although  undoubtedly  it  is  a  goal 
that  the  European  Commission 
will  pursue. 

And  there  were  other  factors 
that  would  not  be  harmonised  in 
the  near  future  which  would 
promote  price  differences 
between  member  States,  he 
argued.  "Notwithstanding  the 
possible  abolition  of  exchange  rate 
variations  and  the  harmonsation  of 
VAT  rates  for  prescription 
medicines,  it  is  unrealistic  to 
suppose,  for  example,  that  all 
State-imposed  price  control 
schemes  and  reimbursement 
schemes  will  be  abolished;  that 
patent  status  of  products  will  be 
identical;  that  manfacturing costs 
are  identical  in  member  States; 
that  there  will  be  one  common 
European  wholesale  or 
pharmacists'  margin;  that 
consumption  will  be  uniform 
throughout  the  Community,  and 
that  the  consumer  price  levels 
generally  will  be  harmonised. 

"So  long  as  fragmentation 
exists  the  role  of  the  parallel 
importer  is  probably  more  as  a 
buffer  to  rampant  inflation  of 
pharmaceutical  pricing  than  an 
instrument  of  total 
harmonisation,"  Mr  Hamilton 
concluded. 


No  ultimi 
benefits  from 
importing 

Pharmaceutical  manufacturers 
would  rather  give  rebates  to 
governments  of  poorer  EC 
member  states  buying  their 
products  than  seeing  their  profits 
lost  to  parallel  importers  taking 
advantage  of  price  differentials 
between  member  states,  claimed 
Professor  Teeling-Smith,  director 
of  the  industry  sponsored  Office  of 
Health  Economics. 

He  told  delegates  that  if 
pharmaceutical  prices  were  the 
same  throughout  the  EEC  there 
would  be  no  parallel  import  trade. 
Unless  harmonisation  of  prices 
happens  when  the  European 
market  is  unified,  Professor 
Teeling-Smith  could  see  rapid 
growth  of  parallel  import  trade 
which  at  the  end  of  the  day 
benefits  no-one  but  the  parallel 
importers,  and  is  damaging  to 
research-based  industry.  Health 
services  do  not  make  any 
substantial  gains  and 
manufacturers  see  themselves  as 
losing  out  because  the  parallel 
imports  replace  sales  of  product  at 
the  full  price,  he  claimed. 

Community  pharmacist  Miall 
James  could  not  believe  that  drug 
manfuacturers  sold  products  in 
Greece  and  Portugal  at  a  loss  even 
though  prices  were  substantially 
below  those  in  the  richer 
countries.  There  must  still  be  a 
profit  to  be  made  even  at  lower 
prices,  he  said. 

Professor  Teeling-Smith 
explained  that  it  was  a  matter  of 
marginal  costing  for  drugs  sold  to 
poorer  nations  and  full  costing  of 
product  sold  to  richer  countries. 
In  other  words  the  profit  lost 
through  sales  to  poorer  nations 
was  made  up  in  profit  from  sales  to 
richer  nations  that  could  afford 
higher  prices.  Thus  overall  the 
target  margin  for  a  product  was 
achieved,  covering  R&D  costs. 

Another  factor  was  local 
production  costs.  In  third  world 
countries,  for  example, 
production  costs  were  much 
lower  than  in  developed  nations, 
so  prices  could  be  kept  lower. 

IMS  director  Ralph  Sontag  felt 
there  was  little  chance  of  medicine 
prices  being  harmonised  before 
the  turn  of  the  century.  He 
thought  it  would  take  some  time  to 
harmonise  wholesaler  and  retailer 
margins. 

Using  100  as  a  reference, 
wholesaler  margins  range  from 
106  in  Sweden  up  to  121  in 
Austria.  Similarly,  retailer 
margins  range  from  128  in 
Portugal  to  178  in  Denmark.  VAT 
rates  also  vary  from  zero  up  to  22 
per  cent  in  Denmark. 
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C  plans  for  pack  inserts  could  confuse  patients 


Pharmacists  could  find 
themselves  spending  innordinate 
amounts  of  time  reassuring 
patients  about  information  they 
may  receive  with  their  medicines 
if  new  European  proposals  for 
package  inserts  become  law. 

It  has  already  been  proposed 
that  all  medicines  should  include  a 
leaflet  for  patients  if  the 
information  cannot  be  included  on 
the  label  or  outer  packaging. 

Consumer  groups  have 
lobbied  for  patients  to  have  as 
much  information  as  doctors  so 
they  can  decide  whether  or  not 
they  will  take  a  particular 
medicine.  This  has  resulted  in  an 
EC  white  paper  proposal  released 
just  recently  that  consumers  be 
given  so  much  information  about 
each  product  that  it  would  be 
impossible  to  include  it  all  on  a 
label  or  packaging.  If  it  become 
law  the  proposal  will  mean  patient 
leaflets  will  have  to  include 


Sheila  Kelly,  secretary,  Proprietary 
Association  of  Great  Britain 

information  such  as  what  to  do 
about  contraindications, 
overdose,  side  effects  including 
their  frequency  and  seriousness, 
as  well  as  all  the  indiciations  and 
dosages,  etc.  The  resulting 
leaflets  would  be  huge  —  similar  to 


those  included  with  oral 
contraceptives.  "They  would  be  a 
turn  off, ' '  Proprietary  Association 
of  Great  Britain  secretary  Sheila 
Kelly  told  delegates.  Companies 
which  have  seen  the  proposals  are 
horrified,  she  added.  And  although 
she  admitted  to  be  crystal  ball 
gazing  to  a  large  extent  she 
thought  the  proposals,  as  they 
stood,  would  put  an  enormous 
burden  on  pharmacists  who  would 
have  to  go  through  leaflets  with 
patients  giving  a  lot  of  advice  and 
trying  to  put  the  information  on 
side  effects  for  example  into 
perspective  to  help  them  decide 
whether  or  not  to  take  products. 

The  proposals  will  also  put  a 
deadline  on  original  pack 
dispensing  because  it  would  be 
unrealistic  to  expect  pharmacists 
to  keep  a  store  cupboard  full  of 
leaflets  and  to  hand  them  out  in 
bags  to  patients  with  their 
medicines,  Mrs  Kelly  said. 


IPMI  vice-chairman  Gerry 
Green  wondered  if  leaflets  would 
be  kept  for  future  reference 
because,  as  a  PAGB  survey  had 
shown  a  third  of  people  tend  to 
treat  minor  ailments  with 
medicines  they  have  at  home.  If 
the  leaflets  are  not  kept  then 
surely  it's  sensible  to  have  some 
information  on  the  pack  so  a 
product  can  be  used  safely  which 
is  the  way  many  British  suppliers 
deal  with  patient  information  now. 

Sheila  Kelly  explained  that  if 
the  proposals  go  through  as  they 
stand  then  only  a  minimum  of 
information  on  product  use  will 
appear  on  the  pack  because 
another  proposal  says  labels 
should  carry  only  the  type  of 
information  seen  on  dispensed 
medicines  labels.  All  the  European 
Commission  is  interested  in  is  to 
make  it  possible  to  produce  a 
Europack  with  a  multilanguage 
leaflet  inside,  she  explained. 


WHO  endorses  clinical 
role 


The  World  Health  Organisation 
has  backed  up  the  Nuffield  report 
in  a  document  released  last  week 
which  endorses  the  expanded 
clinical  role  of  community  and 
hospital  pharmacists. 

District  Pharmaceutical 
Officer  Adrian  Shafford  received 
one  of  the  first  copies  of '  'The  role 
and  function  of  the  community  and 
hospital  pharmacist  in  health  care 
systems  in  Europe ' '  last  week,  at 
a  meeting  of  the  European  Society 
of  Clinical  Pharmacists. 

He  said  that  the  document 
endorsed  the  way  British  clinical 
pharmacy  was  developing.  Among 
its  20  or  so  recommendations  the 
WHO  document  suggests 
pharmacists  should  help 
physicians  choose  medicines  for 
patients,  that  extemporaneous 
preparation  of  medicines  to  meet 
individual  needs  be  maintained  and 
developed,  that  pharmacists 
should  play  a  central  role  in 
providing  advice  to  people  on 
medicine  use,  healthy  lifestyles 
and  on  unwanted  effects  of 
medicines,  and  that  pharmacists, 
in  collaboration  with  other 
healthcare  professionals  and 
appropriate  authorities,  should 
monitor  those  unwanted  effects. 

Some  more  forward-looking 
suggestions  are  also  made:  WHO 
feels  pharmacists  should  also  be 
involved  in  ensuring  the  correct 
quality  and  distribution  of  medical 
devices  as  well  as  medicines. 

The     Organisation  also 


Adrian  Shafford,  president  ESCP 

recognises  that  changing 
resources  will  be  needed  for 
pharmacists  to  fulfil  their  role  and 
recommends  that  legal 
requirements,  as  well  as 
equipment,  functioning  and 
staffing  of  pharmacies  be 
progressively  adapted  to  meet 
changing  needs.  But,  perhaps 
more  importantly,  WHO 
recommends  that  "new 
structures  be  developed  for 
ensuring  adequated  income  for 
pharmacists  for  involvement  in 
better  use  of  medicines,  in  health 
promotion  and  screening." 

WHO  underlines  the 
importance  of  continuing 
education  and  recommends  that  it 
should  include  practical 
experience  in  clinical  pharmacy. 
The  report  also  reiterates  what 
Nuffield  said  about  the  need  for 
practical  research  including  work 
related  to  medicines  and  medical 
devices. 

The  WHO  report  followed  the 
consultation  of  European 
pharmacists  between  1986. 


IPMI  celebrates  25  years 


The  Institute  of  Pharmacy 
Mangement  International 
celebrated  its  25th  anniversary  by 
devoting  Sunday  morning  to  a  look 
back  at  1964,  the  past  25  years 
and  the  possible  role  of  the 
Institute  in  the  future. 

The  session  was  left  in  the 
capable  hands  of  the  Bradford  — 
IPMI's  dynamic  duo,  vice- 
president  Professor  Geoff  Booth 
and  secretary  Dr  Ian  Jones. 

In  a  tribute  to  the  founder  of 
the  IPMI,  Werner  Tomski, 
Professor  Booth  said  there  was  no 
doubt  that  the  Institute  was  his 
brainchild.  "I  think  the  Institute 
was  a  response  by  the  man  to  a 
vision,  well  before  its  time,  to 
share  his  enthusiasm  for  the  broad 
study  of  management. 

Professor  Booth  said  he  still 
felt  management  training  is  not 
possible  in  the  undergraduate 
course,  a  view  not  shared  by  the 
Institute.  "Ian  and  I  have  tried  to 
get  the  Institute  to  take  a  broader 
view  and  now  he  would  say  that 
you  do." 

Professor  Booth  said  the 
Institute  had  failed  to  push  quality 
of  research  which,  unless  it  was 
improved,  meant  pharmacy  will 
not  make  the  forward  steps  it 
needs.  "Nevertheless  I  must 
boast  that  the  achievements  of  the 
Institute  have  been  of  enormous 
credit  to  its  founder  and  the  work 
of  its  Council." 

Dr  Ian  Jones'  contribution 
suggested  that  in  pharmacy, 
nothing  was  new.  In  1964,  among 
hospital  pharmacists  there  was 
"growing  anxiety  about 
recruitment  and  career 
structure",  there  was  a  call  that 


"the  teaching  of  business 
management  should  be  something 
schools  of  pharmacy  could  be 
interesting  themselves  in",  and 
Labour  leader  Harold  Wilson  was 
promising  that  the 
"pharmaceutical  industry  was 
definitely  scheduled  for  the 
extension  of  private  ownership" . 
Dr  Jones  recalled  that  the  1960s 
was  also  the  time  of  the  first 
dispensing  cost  inquiries,  which 
revealed  that  chemists  were 
dispensing  prescriptions  at  a  loss, 
which  paved  the  way  for  the 
improvement  in  remuneration.  Dr 
Jones  described  the  withdrawal 
the  cost-plus  contract  as  '  'a  very 
serious  move  back.  Now  you  dont 
know  where  you  are . ' ' 

He  recalled  some  figures  that 
illustrate  the  changes  the  Institute 
has  seen  over  the  25  years  from 
1964  to  1989:  pharmacy  numbers 
down  from  14,350  to  10,700 
average  ingredient  cost  of  a 
prescription  form  up  from  lOsh 
2V2p  (51p)  to  £10  now;  NHS 
business  as  a  part  of  retail 
pharmacy  turnover  up  from  30  to 
70  per  cent,  and  the  average 
number  of  scripts  per  pharmacy 
up  from  16,000  to  35,000. 

But  in  a  future  when 
pharmacists  remuneration 
seemed  to  be  on  a  downwards 
course,  where  the  losses  in 
payment  for  dispensing  may  or 
may  not  be  matched  by  payments 
for  other  services,  the  Institute 
will  continue  to  have  a  role  to  play 
to  get  over  the  point  that  those 
who  can  '  'manage"  in  what  will  be 
a  rapidly  changing  environment 
will  be  the  ones  who  will  be  around 
in  a  further  25  years  time. 


750 


CHEMIST  &  DRUGGIST  4  NOVEMBER  1989 


ON  JUNE 
17TH  1988, 
A  BORED 
SHOP-GIRL 
DISAPPEARED. 


^ANTAGE 

LINK 

PHARMACY 
S  V  STEMS 


HILLCROSS 
GENERICS 


HEALTH  CADE 

 CENTQE  

STATIM 

FINANCE  LTD 


Cathy  Bebb  had  been  working  as 
a  counter-assistant  at  a  Vantage 
Chemist  in  Belfast  for  nearly  two 
years.  After  a  very  promising  start 
her  boss,  Patrick  Deery,  noticed 
that  her  enthusiasm  had  gradually- 
waned;  she  frequently  arrived  late 
and  couldn't  seem  to  wait  to  rush 
off  again  at  the  end  of  the  day. 
A  few  words  with  Cathy  confirmed 
Patrick's  suspicions  -  she  was 
bored.  After  enthusiastically 
learning  everything  she  could  at 
the  beginning,  the  job  had  now 
become  mundane. 
Patrick  realised  Cathy  needed 
some  motivation  and  that's  when 
he  decided  to  send  her  on  a 
Vantage  Retail  Training  Course. 
On  June  17th  1988,  Cathy 
attended  the  course.  She  learnt 
aspects  of  merchandising,  stock- 
control,  security,  customer- 
relations  and  increased  her 
product  knowledge. 
The  next  morning,  she  arrived  at 
work  15  minutes  early,  proceeded 
to  rearrange  the  whole  shop  and 
put  what  she'd  learnt  into  action. 
The  bored  shop-girl  had  dis- 
appeared overnight  leaving  a 
confident,  enthusiastic  sales- 
person, who  is  still  enjoying 
her  job  today. 

The  Retail  Training  Course  is  just 
one  example  of  how  Vantage  is 
helping  Britain's  pharmacists  to 
help  their  staff  and  therefore 
their  customers.  And  it's  just 
one  of  the  services  that  the  AAH 
group  offer. 

We  know  we  hold  your  reputation 
in  our  hands  and  that's  a  respon- 
sibility we  take  seriously.  All  day, 
every  day,  our  people  go  out  of 
their  way  to  provide  you  with 
support  and  back-up  that's 
second  to  none. 

Call  your  local  AAH  Manager  today 
and  we'll  prove  it. 
This  advertisement  is  based  on 
real  people  and  events.  For  the 
sake  of  confidentiality,  names  and 
locations  have  been  changed. 


PHARMACEUTICALS 
LIMITED 

We're  always  there, 
we  always  care. 


ADVERTISEMENT  FEATURE 


Minadex  for  healthy  kids 

The  vitamin  supplements  market  is  growing  rapidly  at  around  34  per  cent  a  year  and  is  currently  worth  £132m. 
The  boom  stems  from  growing  consumer  awareness  about  health  and  diet  coupled  to  a  demand  for 
information  which  the  pharmacist  is  well  able  to  satisfy.  The  children's  sector  is  particularly  buoyant  with 
Seven  Seas'  Minadex  one  of  the  major  brands.  This  feature  looks  at  vitamin  supplementation  in  children  along 

with  market  opportunities 


One  problem  has  cropped  up  more  frequently 
than  any  other  among  the  thousands  of 
readers'  letters  I  have  received  during  my  25 
years  as  a  medical  journalist,  says  Mary 
Manning,  Health  Editor  of  Young  Mother. 
This  is  the  feeding  difficulties  which  so  many 
parents  experience  with  children  in  their 
second,  third  and  sometimes  fourth  years. 

The  pattern  has  remained  remarkably 
consistent  over  the  decades.  Today,  two  out 
of  every  three  problem  page  letters  addressed 
to  Young  Mother  are  concerned  with  the 
refusal  of  young  and  apparently  healthy 
children  to  eat  anything  approaching  an 
adequate  diet. 

No  one  knows  why  so  many  children  go 
through  a  "problem  feeder"  phase  at  this 
crucial  stage  in  their  development,  or  why  the 
foods  they  reject  are  often  those  which  are 
most  nutritious. 

Knowledgeable  parents 

Whatever  the  root  cause,  the  end  result  is  that 
the  child  is  not  having  a  balanced  diet.  And 
parents,  who  are  more  knowledgeable  than 
ever  before  about  nutrition  and  health 
generally,  are  acutely  aware  of  the  risk  of 
deficiencies  in  essential  vitamins  and  minerals. 
Fortunately,  this  is  a  problem  which  can  be 
solved,  since  even  the  most  reluctant  feeders 
will  gladly  accept  supplements  when  they  are 
appealing  in  terms  of  taste  and  appearance,  as 
are  the  new  Minadex  preparations.  Dietary 
supplementation  is  therefore  a  sensible 
addition  to  any  diet  although  parents  should 
strive  to  get  their  children  to  eat  the  right 
foods  as  well. 

My  own  acquaintanceship  with  Minadex 
goes  back  a  very  long  way.  I  first  saw  the  tonic 
used  regularly  when  I  was  a  young  nurse 
working  with  chronically  sick  children. 
Subsequently,  when  faced  with  some  feeding 
problems  with  my  own  children,  the  new 
Minadex  vitamin  supplements  seemed  the 
obvious  choice. 

DoH  recommendations 

It  is  not  only  difficult  feeders  or  very  young 
children  who  need  supplements  of  course. 
While  the  Department  of  Health  recommends 
daily  supplements  for  all  babies  and  children  up 
to  the  age  of  five  years,  it  also  advocates 
supplementation  for  older  children  who,  for 
one  reason  or  another,  are  not  getting  a 
balanced  diet. 

In  an  ideal  world,  all  of  our  nutritional  needs 
should  be  met  through  diet,  but  for  a  variety 
of  reasons  this  is  not  always  possible.  In 
recent  years,  schoolchildren  have  received 
increasing  attention  as  a  large  group  who  are 
nutritionally  at  risk,  often  because  of  their 
preference  for  "junk"  foods. 

Serious  concern  about  the  inadequacies  of 
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schoolchildren 's  diets  was  expressed  in  a 
recent  report  by  COMA  (Committee  on 
Medical  Aspects  of  Food  Policy) .  This  showed 
an  overdependence  on  foods  like  bread,  chips, 
biscuits,  cakes  and  puddings  as  the  main 
sources  of  dietary  energy.  Inevitably,  such 
diets  result  in  vitamin  and  mineral  deficiencies. 

Dietary  deficiencies 

Of  particular  concern  was  the  finding  of  dietary 
deficiencies  among  girls  in  the  14  to  15  years 
age  group.  Their  diets  tended  to  be  low  in  iron, 
calcium  and  riboflavin  —  clearly  a  worrying 
trend  at  a  stage  in  life  which  imposes  heavy 
demands  on  physical  and  emotional  stamina. 
Previous  reports  have  shown  iron  and  vitamin 
deficiencies  among  large  numbers  of 
schoolchildren. 

Such  findings  highlight  the  need  for 
supplements  throughout  childhood  for  many 
children.  However,  it  is  vitally  important  that 
parents  should  choose  products  which  are 
reliable  and  medically  approved,  such  as 
Minadex  preparations.  Obviously,  this  is 
where  the  pharmacist's  advice  and  guidance 
is  so  valuable. 

Mary  Manning  is  Health  Editor  of  Young  Mother 
magazine.  She  is  the  author  of  "Help  Yourself  to 
Mental  Health ' '  (Columbus ,  1988)  and  ' '  The  Drugs 
Menace"  (Columbus,  1985)  for  which  she  won  the 
Medical  Journalist  of  the  Year  Award. 


With  the  growing  consumer  awareness  of  the 
benefits  of  health  supplements  in  general  and 
unprecedented  publicity  on  the  effects  of  diet 
on  children's  health  in  particular,  last  year  the 
whole  vitamin  supplement  (VMS)  market 
expanded  rapidly.  It  is  currently  worth  £132m. 
And,  with  growth  at  around  34  per  cent,  the 
signs  are  that  next  year  will  be  yet  another 
record  year. 

Within  that  market,  the  children's  sector 
is  currently  worth  around  £12m.  This  may  at 
first  seem  to  be  a  relatively  small  slice,  but  it 
is  growing.  This  sector  is  providing  new  sales 
and  profits  for  chemists.  Seven  Seas,  who  hold 
a  15  per  cent  share  of  the  children's  sector  and 
a  37  per  cent  share  of  the  total  VMS  market, 
are  responding  to  this  growth  in  a  positive 
way. 

Tom  Hardman,  director  of  marketing  for 
Seven  Seas  comments:  '  'There  are  four  main 
reasons  for  the  current  VMS  boom.  Firstly 
there's  a  current  trend  towards  health 
consciousness  which  is  coupled  with  an 
interest  in  natural  products.  There's  the 
concern  over  environmental  health  threats 
and,  finally,  the  growth  in  new  scientific  and 
medical  endorsement  of  supplements. 
Parents  are  probably  more  conscious  of  their 
children '  s  health  than  ever  before . ' ' 

Seven  Seas  Minadex  has  been  a  tried  and 
trusted  brand  for  many  years.  But,  most 
importantly,  Minadex  is  exclusively 
formulated  for  -children  whereas,  in  some 
cases  competitive  brands  have  much  more 
adult  usage.  With  this  heritage  behind  the 
Minadex  name,  the  time  is  ripe  to  strengthen 
and  grow  within  the  children's  sector. 


The  range  for  the  future 

Minadex  is  now  growing  up.  With  Minadex 
tonic  firmly  established  as  the  product  that 
mothers  turn  to  to  put  convalescent  children 
back  on  their  feet,  Seven  Seas  have  expanded 
the  range  to  provide  supplements  for  children 
of  all  ages. 

It  is  during  the  first  five  years  of  his  life  that 
a  child  is  building  his  body  and  needs  and  uses 
all  of  his  daily  intake  of  nutrients. 

New  Minadex  multivitamin  syrup  has  been 
formulated  for  children  from  one  month  to  five 
years  old.  It  is  a  delicious  orange  tasting  liquid 
supplement  containing  eight  essential 


vitamins.  There  are  vitamins  A  and  B2  for  a 
healthy  skin,  Vitamin  Bl  and  nicotinamide  to 
help  them  obtain  energy  from  food,  Vitamin  E 
to  promote  healthy  blood  cells  and  Vitamins  C, 
B6  and  D  for  strong  teeth,  gums  and  bones. 

Between  the  ages  of  five  and  ten  years  a 
child  is  at  his  most  energetic.  It  is  also 
impossible  to  monitor  his  diet  to  ensure  that  he 
is  eating  healthily.  To  combat  this  problem 
there  are  new  Minadex  chewable  vitamins. 
These  tasty  orange  tablets  should  be  chewed 
once  a  day  to  keep  up  essential  intake  of 
vitamins  A,  C  and  D. 

Since  acquiring  the  Minadex  brand  two 
years  ago,  Seven  Seas  have  been  planning 
these  and  other  developments.  Product 
manager  Andrew  Burgess  comments:  '  'The 
coming  years  are  going  to  see  continuing 
expansion  within  the  children's  sector  of  the 
VMS  market.  We,  with  the  Minadex  name  for 
quality  and  reliability,  intend  to  be  at  the 
forefront  of  this  expansion.  The  introduction 
of  multivitamin  syrup  and  chewable  vitamins 
is  just  the  start.  All  our  energies  will  be  put  into 
development  and  consolidation  of  the  brand. ' ' 
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ou'll  recognise  our  £2,000,000  brand  Migraleve, 
its  sister  Migralift,  and  our  latest  acquisition 
Aludrox. 

What  may  not  be  familiar  is  the  new  name  behind  them  - 
Charwell  Pharmaceuticals. 
We're  a  rapidly  growing  British  company  who 
now  distribute  Aludrox.  Our  other  brands, 
Migraleve  and  Migralift,  come  to  you  via 
Sanofi  International  Laboratories. 
Admittedly  all  these  names  together  can  be  a 
bit  confusing,  but  Charwell  Pharmaceuticals  is  the 
one  to  remember. 
As  Manufacturers  of  well-formulated,  clinically-proven 
products,  we're  dedicated  to  bringing  you  lots  of  new, 
volume-selling,  big  brands  soon. 
So  now  you  know  what's  what  and  who's  who. 


OR  DO  YOU? 
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CHARWELL  PHARMACEUTICALS 

A  NAME  YOU  DON'T  KNOW,  BUT  PRODUCTS  YOU  DO 

Charwell  House,  Wilsom  Road,  Alton,  Hampshire  GU34  2TJ.  Telephone  (0420)  84801. 


Sore  poiif 

A  mouth  ulcer  will  usually  be  a  relatively  straightforward  problem  that  a 
pharmacist  can  advise  on  and  recommend  something  to  give  symptomatic 
relief.  Occasionally,  however,  an  ulcer  may  indicate  a  more  serious  underlying 
problem.  Keith  Farrar,  principal  pharmacist,  clinical  services  at  Leicester 
Royal  Infirmary,  looks  at  the  different  types  of  mouth  ulcer,  their  possible 
causes  and  what  should  be  done  to  deal  with  them 


Mouth  ulcers,  sometimes  called  aphthous 
ulcers,  Mikulicz's  ulcers,  or  aphthae,  are  a 
common  problem  affecting  up  to  20  per  cent  of 
the  population.  Recurrent  ulcers  are  by  far  the 
most  common  form  and  are  most  likely  to 
present  initially  to  the  pharmacy.  Other  forms 
of  mouth  ulcer  include  those  caused  by 
infection  or  rarely  by  systemic  diseases,  and 
although  these  are  relatively  rare  pharmacists 
should  be  aware  that  particularly  bothersome 
or  persistent  ulcers  may  be  a  sign  of  an 
underlying  systemic  problem.  In  this  article 
we  will  deal  mainly  with  recurrent  ulcers  which 
pharmacists  are  most  likely  to  be  asked  about 
for  symptomatic  treatment.  A  summary  of  the 
different  types  of  mouth  ulcer  is  presented  in 
table  1  while  table  2  lists  the  salient  features  of 
the  recurrent  ulcers. 

Recurrent  ulcers 

Minor  ulcers  account  for  more  than  80  per  cent 
of  all  cases  of  mouth  ulcers.  They  typically 
affect  patients  in  the  10-40  year  age  group, 
although  they  usually  start  at  the  younger  end 
of  the  range ,  and  are  more  common  in  women . 
Characteristically  the  ulcers  occur  singly  or  in 
groups  of  up  to  five,  and  are  small,  2-10mm  in 
diameter,  with  a  yellow/grey  bed  and  a  raised 
margin.  The  ulcer  is  surrounded  by  an  area  of 
erythema  and  is  intensely  painful.  These 
ulcers  are  self-limiting  and  usually  clear  within 
a  few  days,  although  they  can  recur  at  random. 

Mouth  ulcers  which  recur  so  frequently  as 
to  be  almost  continuous  or  which  fail  to  heal 
within  two  weeks,  may  indicate  a  more 
serious  problem.  Some  patients  experience 
prodromal  symptoms  with  soreness  or  a 
burning  sensation,  followed  in  24-48  hours  by 
a  painful  ulcer.  The  site  of  the  ulcer  can  be  an 
important  diagnostic  feature  and  minor  ulcers 
tend  to  be  restricted  to  the  mucous 
membranes  of  the  lips,  cheeks  and  borders  of 
the  tongue,  they  rarely  affect  the  gums  or  the 
dorsum  of  the  tongue. 

The  causes  of  minor  ulcers  are  still 
unclear.  Many  causative  agents  have  been 
postulated;  minor  trauma,  herpes  infection, 
vitamin  deficiency,  food  allergy  and  stress, 
both  physical  and  emotional.  There  is  no 
evidence  to  support  a  causal  link  with  any  of 
these  factors,  although  all  may  play  some  part, 
and  emotional  stress  can  certainly  influence 
the  pattern  of  the  disease. 

Fluctuations  in  hormone  levels  may  be  of 
importance  as  there  is  a  strong  correlation 
between  aphthae  and  the  menstrual  period  in 
some  patients.  Iron,  folate  or  vitamin  B12, 
deficiency  can  cause  aphthae  and  rarely 
aphthous  ulcers  may  be  the  presenting 
symptom  of  anaemia.  Patients  with  coeliac 
disease  often  suffer  from  mouth  ulcers,  but  a 
link  with  dietary  deficiency,  other  than  that 


already  mentioned,  remains  unproven. 

Individuals  whose  parents  both  have 
mouth  ulcers  have  a  higher  tendency  than 
others  to  developing  aphthae,  suggesting  a 
genetic  aetiology,  and  studies  in  twins  would 
seem  to  support  a  familial  link.  The  role  of 
autoimmunity  is  being  investigated  as  a  cause 
and  is  supported  by  observations  that  mouth 
ulcers  are  frequently  associated  with  other 
diseases  that  have  an  immunological  basis  and 
that  they  respond  readily  to  corticosteriod 
treatment.  However,  such  a  link  remains 
unproven. 

Major  ulcers  may  be  considered  a  more 
severe  form  of  recurrent  ulcer.  However, 
there  are  some  differences  between  these  and 
minor  ulcers.  Major  ulcers  are  much  larger, 
perhaps  up  to  30mm  in  diameter,  and  have  a 
necrotic  base.  This  may  cause  them  to  be 
mistaken  for  carcinomatous  lesions,  but 
aphthae  recur  at  different  sites  whereas  a 
carcinomatous  ulcer  is  restricted  to  the 
original  site. 

Pain  associated  with  these  ulcers  is  often 
so  severe  that  patients  are  unable  to  eat,  and 
recurrence  can  be  so  frequent  that  ulceration 
is  almost  continuous.  They  tend  to  be  more 
widespread,  occurring  not  only  on  the  lips, 
cheek  and  tongue,  but  also  on  the  soft  palate 
and  around  the  tonsils.  Major  ulcers  tend  to 
occur  in  groups  of  up  to  ten  and  can  heal  to 


Table  1:  Different  types  of  mouth 

ulcer 

RECURRENT 

Minor  ulcers 

ULCERS 

Major  ulcers 

Herpetiform  ulcers 

LOCAL  DISEASE 

Infection 

i)  Candida  infections 

ii)  Herpes  simplex  or 

zoster  infections 

Neoplasia 

i)  Carcinomatous  ulcer 

ASSOCIATED 

Anaemia 

WITH  SYSTEMIC 

Neutropenia 

DISEASE 

Leukaemia 

Coeliac  disease 

Crohn's  and  ulcerative 

colitis 

Some  severe  skin 

conditions, 

eg  Pemphigus 

Stevens-Johnson 

syndrome 

Tuberculosis 

Syphilis 
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Table  2:  Clinical  features  of  recurrent  ulcers 

MINOR  ULCERS  Small,  2-10mm  in  diameter  with  yellow/grey  base;  occur 

singly  or  in  clusters  (up  to  5);  heal  within  4-14  days;  may 
recur  1-4  months;  found  on  lips,  cheek,  tongue 

MAJOR  ULCERS  Large,  10-20mm  in  diameter  with  necrotic  base;  occur  singly 

or  in  clusters  (up  to  10);  heal  within  10-30  days;  may  recur 
within  weeks;  found  on  lips,  cheek,  tongue,  palate,  pharynx 

Small,  l-2mm  in  diameter;  occur  in  clusters  of  up  to  100;  heal 
within  7-10  days;  recur  frequently  —  almost  continuous; 
found  on  lips,  cheek,  tongue,  palate,  pharynx,  floor  of  mouth, 
gum 


HERPETIFORM  ULCERS 


leave  a  scar;  such  scarring  may  help  in 
diagnosis. 

There  may  be  an  association  between 
major  ulcers  and  ulcerative  colitis.  Other 
problems  to  exclude  when  major  ulcers  are 
suspected  include  denture  trauma,  which  is 
localised  to  the  site  of  the  denture  and  should 
be  referred  to  a  dentist. 

Major  ulcers  are  more  common  in  males 
than  in  females  and  typically  first  appear  in  the 
younger,  10-19  years  age  group.  Healing  can 
take  up  to  30  days,  but  frequent  recurrence 
can  lead  a  patient  to  think  that  the  ulcers  are 
not  healing.  Patients  with  major  ulcers  should 
be  referred  to  a  GP  to  exclude  any  possibility 
of  systemic  disease,  or  local  neoplasm. 

Herpetiform  ulcers  usually  occur  as  crops 
of  smal]  ulcers,  l-2mm  in  diameter,  which  may 
number  up  to  100.  They  can  affect  any  part  of 
the  mouth  and  are  extremely  painful.  Although 
the  ulcers  heal  within  7-14  days,  recurrence  is 
often  so  frequent  that  ulceration  becomes 
continuous.  Malaise  and  loss  of  weight  may 
occur  due  to  persistent  pain  and  difficulty  in 
eating.  Such  patients  should  be  referred  to 
their  GP  for  appropriate  treatment. 

Ulcers  and  disease 

Infections  with  Candida  sp  are  recognised 
from  the  characteristic  white  cotton-wool  like 
patches  in  the  mouth.  Acute  atrophic 
candidiasis  or  "antibiotic  sore  tongue"  is  less 
easy  to  differentiate  from  other  problems  as  it 
is  frequently  associated  with  pain,  unlike  oral 
thrush,  and  is  typically  characterised  by  a 
smooth,  red  tongue  and  soreness  at  the 
coiners  of  the  mouth.  The  lips  and  cheeks  are 
sometimes  involved. 

Herpes  simplex  infections  are  normally  seen 
only  in  the  mouth  in  infants  aged  between  one 
and  three  years.  Primary  herpetic 
gingivostomatitis  is  associated  with  a  sore 
mouth  and  sore  throat  of  acute  onset,  with 
inflammation  of  the  gum.  The  child  may  be 
pyrexial,  fretful  and  may  refuse  to  eat. 

Initially  crops  of  vesicles,  3-4mm  in 
diameter,  develop  throughout  the  mouth 
especially  on  the  dorsum  of  the  tongue,  the 
hard  and  soft  palate  and  the  gums.  These 
vesicles  often  coalesce  to  form  an  ulcer.  The 
disease  is  self-limiting  but  may  respond  to 
tetracycline  mouthwash. 

Herpes  zoster  infections  may  be  associated 
with  isolated  vesicles  which  break  down  to 
form  ulcers  within  the  mouth,  along  the 
branches  of  the  trigeminal  nerve. 

Oral  carcinoma  may  present  as  a  lump  or  as 
a  carcinomatous  ulcer  which  is  necrotic  at  its  base, 
initially  pain  free,  resistant  to  healing  and 
which  may  gradually  increase  in  size.  This 
disease  may  be  found  anywhere  in  the  mouth 
but  the  lower  lip  and  tongue  are  the  most 
common  sites.  Middle  aged  or  elderly  patients 
with  what  seem  to  be  persistent  major  ulcers 


should  be  referred  for  biopsy. 

Anaemia,  due  to  iron,  folic  acid  or  vitamin 
B12  deficiency  may  rarely  present  with  mouth 
ulcers.  They  tend  to  be  very  pale  (as  do  the 
mucous  membranes  of  the  mouth)  and  will 
respond  readily  to  treatment  of  the  underlying 
anaemia.  Diagnosis  relies  upon  obtaining  a  full 
blood  count  and  so  persistent  ulcers  should  be 
referred  to  a  GP. 

Patients  with  coeliac  disease  may  also  suffer 
with  mouth  ulcers,  which  may  be  the  first 
symptoms.  The  ulcers  often  disappear  when  a 
gluten-free  diet  is  started,  but  are  generally 
resistant  to  local  OTC  treatments. 

Neutropenia  is  well  known  as  a  cause  of 
mouth  ulcers  which  can  be  confused  with 
major  ulcers.  Ulcers  due  to  neutropenia  tend 
to  persist  whilst  major  ulcers  recur  at  different 
sites.  Cyclical  neutropenia  may  mimic  minor 
ulcers.  Acute  leukaemia  may  be  manifest  as  sore, 
bleeding  gums,  especially  in  the  young. 

Crohn's  disease  can  cause  specific  oral  lesions 
which  are  similar  to  aphthous  ulcers  and  can 
occur  in  up  to  20  per  cent  of  patients  with 
Crohn's  disease.  Ulcerative  colitis  is  also  a 
cause  of  major  ulcers. 

Severe  dermatological  conditions  can  also 
affect  the  mouth,  causing  ulceration  and 
bleeding.  These  include  erythema  multiforme  and 
Stevens-Johnson  syndrome  which  may  be  drug 
induced;  Lichen  planus;  pemphigus  and  benign  mucous 
membrane  pemphigus. 

Tuberculosis  and  syphilis  can  cause  ulcer-like 
lesions  in  the  mouth  which  persist  despite  local 
treatment.  All  cases  of  persistent  ulceration 
should  be  referred  to  a  GP. 


Management 


The  management  of  minor  ulcers  is 
symptomatic  and  an  array  of  medicaments 
exist  in  a  variety  of  formulations  (see  table  3) . 


As  the  disease  is  self-limiting  the  therapeutic 
efficacy  of  these  preparations  is  hard  to  judge; 
but  patients  often  obtain  symptomatic  relief 
from  them. 

The  wide  range  of  therapeutic  categories 
available  underlines  the  lack  of  a  confirmed 
aetiology  and  makes  it  difficult  to  recommend 
a  best  choice  treatment.  Treatment  choice  will 
invariably  be  based  on  patient  preference  or 
anecdotal  evidence. 


OTC  preparations 


Salicylate  preparations  such  as  choline  salicylate 
are  frequently  used  and  can  relieve  pain,  as 
with  most  preparations  the  application  of  these 
agents,  in  whatever  formulation,  can  itself  be 
painful.  Salicylates  should  not  be 
recommended  for  infants  under  three  months 
old  although  despite  the  recent  problems  with 
aspirin  they  can  be  used  in  other  children. 

Antimicrobials  are  often  used  for  mouth 
ulcers  and  have  proved  effective  despite  a  lack 
of  bacterial  involvement  in  minor  ulcers. 
Borax  preparations  should  not  be 
recommended  for  children. 

Astringents  used  for  mouth  ulcers  include 
tannic  acid,  myrrh  tincture,  compound  benzoin 
tincture  and  potassium  chlorate;  their 
effectiveness  is  difficult  to  ascertain.  Inert  agents 
which  provide  a  protective  covering  to  the 
ulcer  such  the  dental  gels  are  also  used. 

Local  anaesthetics  such  as  amethocaine, 
benzocaine  or  lignocaine  are  widely  used. 
These  can  also  cause  pain  on  administration 
but  subsequent  applications  can  be  pain-free 
due  to  the  residual  effects  of  the  earlier 
application.  Local  anaesthetics  can  cause 
sensitivity  reactions  in  rare  cases. 

Carbenoxolone  is  used  in  peptic  ulceration  has 
anti-inflammatory  properties.  Again  evidence 
of  effectiveness  is  difficult  to  assess  but  it 
appears  to  offer  no  advantages  over  other 
alternatives. 

Prescription  Only  Medicines 

Ulcers  which  are  resistant  to  conventional 
treatment  and  are  not  due  to  systemic  or  local 
disease  are  usually  controlled  with  corticosteroid 
either  as  pellets  or  in  a  base  of  dental  gel. 
Herpetiform  ulcers  normally  respond  to 
tetracycline  mouthwash. 

Counselling  points 

Good  dental  hygiene  can  help  control  or 
prevent  ulcer  recurrence.  Persistent  ulcers 
should  always  be  referred  to  a  GP. 


Table  3:  Preparations  available  for  the  treatment  of  mouth  ulcers 


OTC  SALICYLATES 

ANTIMICROBIALS 

ASTRINGENTS 

LOCAL  ANAESTHETICS 

CARBENOXOLONE 
INERT  AGENTS 
POM  CORTICOSTEROIDS 
TETRACYCLINE 


Available  as  solution  or  gel.  Often  in  combination  with 
antimicrobial  or  other  agents 

Often  used  in  combination  with  other  active  agents.  Available 
alone  in  gels  or  as  a  mouthwash 

Available  as  gel,  pastilles  or  liquid.  Often  used  in  combination 
with  other  agents 

Again  often  used  in  combination  with  antimicrobials.  Available 
as  aerosol,  gel,  topical  liquid,  mouthwash  and  pastilles 

Available  as  a  gel  formulation  for  topical  application 

Pastes  or  gels  used  to  provide  a  protective  covering 

Available  as  oral  tablets  or  in  a  dental  paste 

Available  as  capsules,  dispensed  as  extemporaneously 
compounded  mouthwash 
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BUSINESS  IN  FOCUS 


The  Ion 


John  Kerry  reviews  a  village  pharmacy  where  determined  action  by  a  new  manager  halted  the 
decline  in  the  business.  He  now  maps  the  path  to  be  followed  to  recover  the  counter  trade 

which  was  allowed  to  slip  away. 


When  your  pharmacy  is  unopposed  in  a  small 
to  medium-sized  village  and  has  five  doctors 
just  a  dozen  doors  away,  it  is  easy  to  devote 
your  attention  to  providing  a  dispensing 
service,  letting  the  counter  trade  slip  away. 

This  was  a  familiar  situation  20  years  ago, 
when  the  only  potential  threat  to  the 
pharmacist's  comfortable  business  was 
another  chemist  opening  between  him  and  the 
surgery.  This  Mr  A  prevented  by  moving  the 
business  in  1969. 

In  1979  Mr  A  retired  and  employed 
managers  to  run  the  business.  They  continued 
the  policy  of  ignoring  the  counter  trade  and 
also  succeeded  in  driving  many  patients  to 
seek  a  better  prescription  service  in  other 
nearby  towns.  Three  years  ago  Mr  L  took 
over  as  manager  and  set  about  rebuilding  the 
business,  on  the  understanding  that  he  could 
buy  the  shop  in  1990. 

Mr  L  found  that  hard  work  and  attentive 
service  brings  back  the  patients.  Three  years 
ago  the  monthly  average  was  4,000  items; 
now  it  frequently  tops  5,500.  In  1988-89 
59,200  items  were  dispensed,  86  per  cent 
being  exempt. 

The  manager  is  the  only  full-time 


Pharmacy  type:  Independent  limited  company 


Size  and  situation 


400sq  ft  village  main 
road 


Type  of  premises 

Victorian  —  refurbished 

20  years  ago 

Competition 

Small  co-op  grocery  and 

village  stores.  No  other 

pharmacy 

Net  sales  to  May  89 

£365,000 

Products 

Small  selection  of 

conventional  lines, 

good  baby  department 

Gross/net  profit 

25.6  per  cent/15.2  per 

(overall) 

cent 

Gross  profit  (counter) 

Not  known 

Total  sales/sq  ft 

£17.50/sqftper  week 

Shopsales/sqft 

£2.70/sqftperweek 

Stock  turn 

10.2 

Purchases 

£271,000 

Net  expenses 

£43,900 

Heat  and  light 

£690 

Rates  and  insurance 

£5,650 

Maintenance 

£1,150 

Total  salaries 

(excluding  manager) 

£25,500 

Loans  interest 

NIL 

Accountancy  and  legal 

£2,500 

Directors  expenses 

(proprietor) 

£3,000 

employee.  Four  part-timers  working  a  half 
week  each  look  after  the  small  counter  trade 
and  help  in  the  dispensary  at  peak  times. 
When  the  staff  are  dispensing  this  poses  a 
security  problem  as  the  front  shop  is  left 
unattended. 

Mr  L  believes  that  he  now  has  95  per  cent 
of  the  available  prescription  business  and  is 
ambitious  to  increase  the  turnover  on  the 
counter,  which  has  been  largely  ignored  for  30 
years.  Most  of  the  counter  sales,  apart  from 
proprietary  medicines,  tend  to  be  convenience 
purchases.  The  bulk  of  the  villagers  patronise 
either  the  local  Co-op  or  multiples  in  the 
market  town  ten  minutes  drive  away. 

In  the  last  financial  year,  June  88  to  May 
89,  the  net  turnover  was  £365,000  -  £41 ,000 
up  on  the  previous  year.  Counter  takings, 
excluding  NHS  levy,  were  £56,347, 
representing  15  per  cent  of  the  total  turnover. 
The  gross  profit  is  average  (at  25.6  per  cent), 
but  modest  expenses  give  the  shop  a  very 
healthy  15.2  per  cent  net  profit  of  £55,500. 

Since  Mr  L's  arrival  at  the  beginning  of 
86-87  tne  decline  in  business  has  been 
reversed  as  these  figures  below  show. 

With  a  population  of  10,000  and  weekly 


counter  sales  of  only  £1,100,  there  is 
considerable  scope  to  increase  till  takings. 
Retail  sales  are  £2 . 7  per  square  foot  from  the 
400sq  ft  floor  area.  This  figure  could  be  more 
than  doubled  but  will  require  a  fresh  and 
determined  approach. 

An  average  of  125  prescription  forms  are 
brought  in  daily,  but  the  number  of  till 
transactions  is  only  160,  giving  an  average 
sales  per  customer  of  £1 .40.  Passing  trade  is 
negligible,  therefore  any  increase  in  turnover 
will  depend  upon  persuading  the  local 
population  to  buy  those  items  in  the  pharmacy 
that  they  currently  purchase  elsewhere. 

Traditional  chemist  lines,  counter 
medicines,  baby  care,  skin  care,  haircare  and 
toiletries  are  identified  as  the  targets  for 
growth.  The  village  has  a  lot  of  first  time  home 
buyers  and  young  families,  which  makes 
babycare  and  other  such  "convenience" 
goods  a  priority. 

This  business  is  a  well  run,  profitable  small 
village  pharmacy.  There  is  little  NHS  business 
left  to  go  for,  so  the  ambitious  Mr  L  will  need 
to  concentrate  on  building  up  the  small  counter 
trade.  The  profitable  village  pharmacy  will 
then  become  a  bustling  chemist  shop. 


Year 

NHS  Items 

% 

Counter  Sales 

% 

Total  Sales 

% 

85-86 

49,000 

£32,738 

£236,300 

86-87 

52,000 

+  6 

£40,046 

+  22 

£265,000 

+  23 

87-88 

56,000 

+  9 

£48,965 

+  22 

£323,800 

+  22 

88-89 

59,200 

+  5 

£56,000 

+  15 

£365,000 

+  13 

Recommendations 

1.  There  is  ample  space  in  the  building  to  relocate  the  dispensary,  freeing  225sq  ft  for  extra 
selling  space.  In  years  to  come  the  shop  could  be  further  extended  by  building  a  single 
storey  dispensary  in  the  rear  garden,  moving  the  store ,  offices  and  washroom  to  the  flat 
upstairs. 

2.  The  current  fittings  are  clean  but  outdated  and  shabby.  An  inexpensive  refit  is 
recommended  with  a  modern  shop  fascia  to  replace  20-year  old  existing  one. 

3.  A  substantial  baby  department  should  be  set  up  in  a  prominent  position  to  satisfy  the  local 
market. 

4.  Customers  should  be  surveyed  to  discover  their  preferences  in  skin  care  and  cosmetics. 
With  the  correct  product  ranges,  this  profitable  trade  could  be  increased  substantially. 

5.  Cut-price  promotional  activity  will  need  to  be  introduced  on  brand  leaders  and  price 
sensitive  products  such  as  dental  care,  personal  hygiene,  hair  care,  paper  and  other 
toiletries.  These  should  be  supported  by  shelf  edge  pricing,  barkers,  window  posters  and 
door  to  door  leaflets. 

6.  An  extra  member  of  staff,  (one  full-  or  two  part-time)  will  be  necessary,  not  just  to  cope 
with  the  extra  sales,  but  to  improve  shop  security. 

7.  There  is  an  opportunity  to  improve  professional  healthcare  services.  The  addition  of  a 
counselling  area,  chiropody,  eye  testing  and  test  equipment,  could  compliment  the  NHS 
service  and  a  planned  patient  records  facility. 
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WEEKEND  MEETING 


Young  Pharmacists 
prescribe  for  better 
healthcare 


A  Prescription  Only  Medicines  list 
for  pharmacists  and  a  system  for 
repeat  supply  that  bypasses 
doctors,  are  part  of  a  six  point  plan 
for  improved  healthcare  proposed 
by  the  Young  Pharmacists  Group. 

If  implemented,  a 
"Prescription  for  better 
healthcare"  would  save  both 
patients'  and  doctors'  time  which 
the  latter  could  dedicate  to  more 
demanding  cases,  Mark  Koziol 
YPG  vice-chairman  told  delegates 
attending  the  4th  annual  meeting, 
in  Bristol  last  week. 


Mark  Koziol,  YPG  vice-chairman 


Points  covered  in  the  plan 
include:  over  the  counter  sales  by 
pharmacists;  OTC  sales  by 
assistants;  supply  on  FP10; 
repeat  supply;  formal  referral  to 
doctors;  and  POM  prescribing  by 
pharmacists.  Some  aspects  are 
already  carried  out.  Compulsory 
continuing  education  is  a  vital  part 
of  the  plan,  Mr  Koziol  said. 

Pharmacists  should  have  a 
POM  List,  he  added:  "Since  the 
inception  of  the  NHS  doctors  have 
had  one,  dentists  have  one  and 
nurses  are  now  asking  for  one." 
Pharmacists  do  have  the 
necessary  skills  and  know  "a  lot 
more  than  we  think  we  know". 

Mr  Koziol  warned  against  the 
possibility  of  financial  benefit.  If  a 
system  is  introduced  it  must  not 
follow  that  for  dispensing  doctors, 
who  can  "write  themselves  a 
blank  cheque ' '  by  prescribing  the 
most  expensive  medicines. 

There  should  be  no  real 
financial  incentive  to  supply  from 
this  list.  "However  the  system 
should  never  allow  a  pharmacist's 
remuneration  to  be  seriously 


affected, ' '  he  said.  The  list  could 
contain  a  fixed  number  of  generic 
medicines  in  each  category  and  a 
fixed  duration  of  course. 

Health  screens  like  blood 
pressure  and  cholesterol  testing  in 
pharmacies,  could  open  the  way 
for  repeat  prescription  supply. 
Patients  could  be  issued  with  a 
repeat  card  and  FP10  on  initial  GP 
diagnosis.  When  the  medication 
finished,  a  visit  to  a  pharmacist  and 
an  appropriate  check,  for  example 
of  blood  pressure,  would  enable 
the  appropriate  antihypertensive 


Strong  criticism  of  the 
Government's  proposed  reforms 
for  the  NHS  and  a  warning  that 
pharmacists  could  be  next  in  line, 
came  during  the  "Question  time" 
session. 

Dr  Paul  Stillman,  a  Sussex  GP 
and  co-author  of  "Minor  illness  or 
major  disease",  said  it  was  "no 
bad  thing' '  that  the  proposed  GP 
contract  should  penalise  badly 
performing  doctors.  However  the 
nature  of  the  contract  would  not 
allow  expansion,  he  added. 
Medical  and  pharmaceutical 
professions  were  bound  to 
become  more  accountable  to  the 
public.  "I  wouldn't  be  surprised  if 
pharmacy  was  next  in  line  for 
reform,"  he  said. 

Mr  Michael  Burden,  district 
pharmaceutical  officer 
Leicestershire  Health  Authority 
and  RPSGB  Council  member 
agreed  that  pharmacists  are  likely 
to  be  next.  Professional  standards 
should  be  raised  before  "simple 
and  crude"  systems  are  imposed 
on  us,  he  said.  Performance 
indicators  were  much  debated  in 
hospital  pharmacy  and  while  not 
saying  that  they  have  got  it  right, 
it  was  much  harder  to  define 
performance  in  community 
practice. 

Rather  than  looking  at  the 
number  of  scripts  dispensed  there 
was  a  need  to  have  something  of 
value  to  put  in  its  place.  Mr 
Burden  said  he  thought  the  overall 
number  of  pharmacies  should  be 
reduced.  In  some  parts  of  the 
country  they  are  so  numerous  that 
the  quality  of  care  is  questionable. 

Before  alternatives  for 
healthcare  were  proposed,  more 
money  was  needed,  said  Dr 
Stillman.  "How  can  you  propose 


to  be  redispensed.  "Why  burden 
doctors,  why  not  let  pharmacists 
carry  out  this  role?"  asked  Mr 
Koziol. 

Suggested  "pharmacist  prescribable" 
items 

Antihypertensives 
Diagnostic  tests 
Syringes  for  diabetics 
Stoma  appliances 
Truss  devices 
Special  dietary  products 
Hosiery  items 

More  POMs  to  P? 


Indicative  drug  budgets  for 
general  practitioners  may  lead  to 
more  drugs  being  transferred 
from  the  Prescription  Only 
Medicines  list. 

This  view  was  put  by  Dr  Clive 
Edwards,  principal  pharmacist  at 
the  Royal  Victoria  Infirmary  and 
co-author  of  "Minor  illness  or 
major  disease". 

About  a  quarter  of  items 
prescribed  by  GPs  are  already 


a  constructive  alternative  for  a 
grossly  underfunded  service 
unless  you  are  prepared  to  accept 
the  fact  that  we  need  more 
money? 

"I  would  like  to  see  some 
party  recognise  that  if  you  want  a 
decent  health  service  that  is  state 
funded,  it  is  an  expensive 
operation  and  you  can't  measure 
productivity  because  you  are  not 
making  motor  cars . " 

It  was  money  down  the  drain  in 
terms  of  everything  but  the  well- 
being  of  the  people,  Dr  Stillman 
said. 

Euro-drugs  too  cheap? 

Some  European  countries 
probably  charge  too  little  for  drugs 
replied  David  Mitchell,  when 
asked  whether  the  NHS  is 
charged  too  much  by  the  British 


available  over  the  counter  and  this 
could  amount  to  some  10  to  15  per 
cent  of  a  GP's  budget. 
Deregulation  would  lead  to 
savings  in  doctors'  time  and  may 
or  may  not  result  in  true  savings  in 
the  drugs  bill,  he  said. 

Dr  Edwards  proposed  a  list  of 
16  items  that  could  be 
deregulated.  In  addition  to  drugs 
like  chloramphenicol  eye  drops 
and  ointment  and  oral  penicillin, 
Dr  Edwards  suggested  H, 
antagonists,  the  "morning  after 
pill",  a  strong  analgesic  like 
dihydrocodeine  for  dental  pain, 
Nicorette,  beta  blockers  for 
anxiety,  and  topical  nonsteroidal 
anti-inflammatories . 

Nurses  agreed  a  limited 
formulary  with  the  British  Medical 
Association  two  years  ago.  Mark 
Jones  from  the  Royal  College  of 
Nursing  outlined  proposals  which 
included  prescribing  lists  for 
different  practice  areas.  He  said  a 
Department  of  Health  working 
party  is  looking  at  the  proposals. 


pharmaceutical  industry. 

Mr    Mitchell,  divisional 
manager        at  Janssen 
Pharmaceutical  said  a  number  of  j 
products  are  included  on  the  j 
parallel  imports  list  that  Unichem 
introduced  this  week  (C&D, 
October  28,  p692).  Mr  Mitchell 
said  he  believes  some  products 
are  too  highly  priced:  "But  we  1 
charge  what  we  feel  is  a 
reasonable  price." 

He  compared  recent  mergers 
in  the  pharmaceutical  industry  to 
the  UK's  car  industry  30  to  50 
years  ago:  "Pharmaceutical 
companies  are  finding  they  can  no 
longer  afford  to  participate  in  the 
world  stage  and  the  UK  is  only  a  . 
tiny  market.  I  would  hate  to  think 
that  because  we  are  trying  to  get 
a  reasonable  price  at  home  we  i 
would  see  the  demise  of  very  j 
strong  UK  companies,"  he  said. 


RPSGB  Council  member  Dr  Alison  Blenkinsopp  (c)  dons  the  bow  tie  to 
chair  YPG 's  '  'Question  time ' '.  The  panel  consisted  of,  from  (I)  to  (r), 
Janssen 's  Dave  Mitchell,  Mark  Jones  from  the  Royal  College  of  Nursing, 
GP  Dr  Paul  Stillman  and  Mike  Burden ,  another  Council  member 


Pharmacists  next  in  line  for  reforms? 
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Steriseal 
make  medical 
connections 

Steriseal,  along  with  sister 
companies  Nomeq  and  Rotax, 
have  been  sold  by  Coats  Viyella 
Group  to  Pharma-Plast 
International  for  some  £12m. 

Pharma-Plast  is  an 
international  medical  products 
company  supplying  catheters, 
urine  drainage  bags  and  syringes, 
owned  by  A. P.  Moller  of 
Denmark.  Pharma-Plast  say  this 
acquisition  will  provide  a  brand 
presence  in  the  UK  and  will  bring 
the  total  turnover  of  the  enlarged 
group  to  over£40m. 

Mr  Rodney  Knight,  currently 
managing  director  of  the  three  UK 
companies  comments:  "We 
welcome  this  development  as  it 
offers  collaboration  with  a 
substantial  European 
manufacturer.  There  will  be  new 
opportunities  for  expanding  UK 
and  international  distribution  and 
benefits  in  manufacturing. 

Steriseal  say  there  ,vill  not  be 
any  change  in  the  manufacture  or 
supply  of  Steriseal  products  or  the 
Sorbsan  range.  Both  Steriseal  and 
Nomeq  already  share  facilities  at 
Redditch.  The  Rotax  operation  at 
Sheffield  will  continue  to  operate 
separately,  C&D  understands. 


Felton  sale: 
no  favourites 

A  newspaper  report  that  Sanofi 
are  the  favourites  to  buy  Felton 
Worldwide  Ltd  has  been 
dismissed  by  a  Felton  spokesman. 

He  told  C&D:  "Nine  to  11 
companies  have  launched  an 
intend  to  bid.  Sanofi  are  not  one  of 
them.  A  buyer  will  be  announced 
some  time  in  December." 

Felton  is  a  subsidiary  of 
Harrisons  and  Crosfield,  and 
supplies  base  materials  for 
perfumes  and  flavourings.  It  has 
been  up  for  sale  for  about  a  month, 
priced  at£50m. 


Wyeth  sell  Aludrox 
to  Chanel 


Wyeth  Laboratories  have  sold  the 
Aludrox  antacid  brand  to  Charwell 
Pharmaceuticals. 

Wyeth '  s  director  of  marketing 
services,  Mr  Don  Barrett,  told 
C&D  that  since  most  of  the 
company's  business  activity  was 
in  prescription  medicines,  the 
blacklisting  of  Aludrox  meant  it 
was  considered  "commercially 
sensible  to  release  the  brand". 
Wyeth  will  continue  to  supply 
aluminium  hydroxide  mixture. 

This  major  OTC  acquisition  is 
the  first  step  in  re-establishing  a 
distribution  network,  say 
Charwell.  But  managing  director 
David  Merrington  would  not 
reveal  details  of  future 
developments.  Charwell  say  they 
are  commited  to  developing  the 
brand  by  building  on  its  traditional 
strengths  in  the  pharmacy  trade. 
Aludrox  will  be  supported  with  a 
£250,000  advertising  and 
promotional  spend  with  new 
advertising  starting  at  Christmas 
to  coincide  with  the  seasonal  peak. 


All  orders  in  the  UK  and  the 
Republic  of  Ireland  for  Aludrox 
suspension  and  tablets,  and 
Aludrox  SA,  should  now  be  sent 
to:  Charwell  Pharmaceuticals  Ltd, 
Charwell  House,  Wilson  Road, 
Alton,  Hampshire  GU34  2TJ. 
(Tel:  0420  84801). 

In  Northern  Ireland  Johnson 
Brothers  of  Lisburn  will  continue 
to  distribute  the  brand. 
■  Charwell  Pharmaceuticals 
used  to  be  International 
Laboratories.  In  1984, 
International  Laboratories  sold 
Mucron,  Proflex  and  Dodo  to 
Ciba.  In  1986  the  International 
name  and  all  other  brands  were 
sold,  but  the  marketing  rights  to 
Migraleve  and  Migralift  were 
retained  and  transferred  to 
Ethipharm.  At  the  beginning  of 
this  year,  Ethipharm  changed 
their  name  to  Charwell 
Pharmaceuticals.  In  June,  Sanofi 
acquired  International 
Laboratories  and  the  distribution 
rights  to  Migraleve  and  Migralift. 


Atlas' 
Cosmetics 
sale 

Swallowfield  pic,  parent  company 
of  Aerosols  International,  have 
agreed  to  acquire  Devon-based 
Atlas  Cosmetics  in  a  deal  worth 
£1.48m. 

The  announcement  comes  on 
the  back  of  a  successful  first  year 
of  trading  at  Swallowfield  which 
returned  pretax  profits  up  27  per 
cent  to  £1. 13m. 

Although  Atlas  Cosmetics, 
with  a  turnover  of  £6. 482m, 
returned  a  pre-tax  loss  of 
£  1 . 04 1  m  for  the  year  ending  April 
1,  1989,  Swallowfield 's  managing 
director  Tony  Wardell  believes 
the  acquisition  will  return  the 
business  to  profitability. 


This,  he  said,  would  be 
achieved  through  improving 
financial  controls,  and  production 
efficiency,  as  well  as  expanding 
the  product  range  and  widening 
the  customer  base. 

Keith  Fox  will  continue  as 
Atlas'  managing  director. 

Shares  in  Boots  jumped  1  Op  to  260p 
on  the  news  that  Manoplax,  Boots 
new  heart  drug  might  not  be  a 
write-off.  Indications  from  the 
USA  appear  to  offer  fresh  hope 
and  there  is  talk  of  Manoplax 
getting  approval  for  limited  use.  It 
is  estimated  that  some  £50m  has 
been  spent  on  developing  the  drug 
and  it  had  been  rumoured  that  its 
possible  failure  could  have 
resulted  in  the  sell-off  of  the 
pharmaceutical  division. 
Cilag  is  the  second  Swiss 
pharmaceutical  company  after 
Hoffman-La  Roche  to  have 
concluded  a  major  licensing 
agreement  with  the  Saudi  Arabian 
SPIMACO  Corporation. 


Baye 


increase 
presence  in 
perfumes 

Bayer  have  bought  perfume  oil 
manufacturers  Creations 
Aromatiques.  Closing  of  the 
acquisition  awaits  various 
regulatory  approvals  required 
internationally.  The  purchase 
price  was  not  disclosed. 

Bayer  already  holds  a 
substantial  interest  in  the 
fragrance  and  flavour  market 
through  its  wholly-owned 
Haarmann  &  Reimer  group. 

Creations  Aromatiques 
specialises  in  creating  perfume 
oils  for  the  fine  fragrance  and 
cosmetic  market,  and  has 
companies  in  the  US,  Switzerland, 
France,  West  Germany,  the  UK, 
Italy,  Spain  and  Brazil.  In  the  last 
financial  year,  1988/89,  its  sales 
reached  US$30  million. 

The  company  will  continue  its 
present  operations  under  its  own 
name  and  identify  as  a  separate 
company  affiliated  with  Haarmann 
&  Reimer. 


ICI  profits 


drop 


ICI  last  week  reported  third 
quarter  profits  down  £41m  to 
£306m  against  the  same  period 
last  year.  The  results  shocked  the 
City  which  had  been  looking  for 
about  £350m  and  shares  fell 
heavily. 

Chairman  Sir  Denys 
Henderson  said: 
"Pharmaceuticals  continued  to 
perform  strongly.  However,  the 
third  quarter's  results  in  total 
reflected  not  only  normal 
seasonality,  but  also  some 
softening  of  demand  and  margins 
in  a  number  of  markets . ' ' 

He  reported  particular 
difficulties  with  demand  for 
fertilizers,  films  and  paints. 
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BUSINESS  NEWS 


COMING  EVENTS 


ABPI  and  City  and  Guilds 
launch  training  scheme 


A  new  nationwide  training 
qualification  for  manufacturing 
staff  in  the  pharmaceutical 
industry  has  been  launched. 

The  scheme,  developed  by  the 
Association  of  the  British 
Pharmaceutical  Industry  and  City 
and  Guilds,  aims  to  provide 
pharmaceutical  process  and 
packaging  operations  staff  with 
National  Vocational  Qualifications. 

The  ABPI  will  specify  the 
areas  of  competence,  and  training 
will  involve  distance  learning  and 
on-site  assessment  on  a  modular 


Nielsen  plans 
for  1992 

Market  research  agency  Nielsen 
are  offering  a  new  range  of 
services  to  clients  to  meet  the 
challenges  of  1992,  marketing 
manager  of  the  health  and  beauty 
aids  group,  David  Timberlake, 
told  the  Cosmetic  Toiletry  and 
Perfumery  Association  annual 
conference  last  week. 

Consolidated  international 
databases,  which  will  combine 
sales  data  for  individual  countries, 
reporting  on  a  common  list  of 
brands  and  focussing  on  particular 
trade  segments  or  geographical 
areas,  will  be  available. 

' '  Our  long  term  aim  is  to  offer 
data  delivery  systems  that  will 
handle  five  years  of  back  data  to 
show  long  term  trends  in  each 
market,"  he  said.  The 
international  strategic  planner, 
will  take  customers  through  an 
initial  screening  of  markets  to 
identify  major  players,  and  finally 
to  detailed  market  category 
reviews. 

The  service  will  provide  a  new 
product  alert  system  and  early 
warning  of  new  product 
introductions  across  Europe,  he 
said.  Nielsen's  international 
service  centre  in  Lucerne  is 
offering  the  consolidated  database 
service. 


NCC  responds 

The  Government  should  lead  the 
fight  to  strengthen  the  EEC's 
proposals  on  product  safety  says 
the  National  Consumer  Council  in 
its  response  to  the  proposed 
European  Community  General 
Product  Safety  Directive. 

The  Directive  will  control  the 
production  and  distribution  of 
dangerous  goods  throughout  the 
EC  as  the  barriers  to  trade  come 


basis. 

While  pharmaceutical 
companies  have  offered  in-house 
training  in  the  past,  this  is  the  first 
time  there  has  been  a  nationally 
recognised,  structured  scheme. 
Financed  by  the  industry  with 
some  Government  support,  it 
covers  packaging  and  production 
of  tablets,  capsules,  liquids, 
creams  and  sterile  products. 

City  and  Guilds  will  provide  the 
administrative  assessment, 
monitoring  and  certification 
systems. 


down  in  1992.  But  it  does  not  go 
far  enough,  says  the  NCC.  It  will 
require  businesses  to  monitor  the 
safety  of  their  products  —  but  it 
does  not  oblige  them  to  take 
action  if  one  proves  dangerous. 
This  is  totally  unacceptable,  the 
NCC  says. 

The  NCC  welcomes  the  EC 
proposal  for  a  "general  duty  to 
trade  safely"  for  producers  of  all 
goods  used  by  consumers. 

Nobel  buy 
Eylure 

Nobel  Consumer  Goods  have 
acquired  the  remaining  portion  of 
the  shares  in  Eylure  Ltd,  taking 
control  of  the  beauty  and 
perfumery  products  business 
which  they  have  held  a  37  per  cent 
stake  in  since  September  1988. 

Eylure  have  a  turnover  of 
about  £6. 5m  and  employs  more 
than  100  people.  The  company 
says  it  has  a  substantial  export 
business  to  the  US  and  New 
Zealand. 

Sunglasses 
by  Visions 

Young  Optical  have  changed  the 
name  of  their  sunglasses  division 
to  "Visions". 

The  division,  formed  by  the 
1988  merger  of  20th  Century 
Visions  and  Crofton  Optical, 
remains  at  the  group's  Colindale, 
London  base. 

Brand  names  include  Polaroid, 
Persol,  Oakley  and  Snowcat. 


Unichem's  1990  trade  show ,  to  be  held 
at  Thorpe  Park  on  May  20,  is  now 
sold  out,  with  100  suppliers 
attending.  Confirmation  of 
attendance  has  already  been 
received  by  3,000  people. 


Macmorran 
lecture 

The  Macmorran  lecture,  "The 
Soutra  hospital  project",  will  be 
delivered  by  Dr  Brian  Moffat  at 
the  Scottish  Department 
headquarters  in  Edinburgh  on 
November  15  at  7.45pm.  The  talk 
is  on  the  systematic  dissection  of 
the  medieval  hospital,  with 
insights  into  past  treatments. 


Rural  AGM 

The  annual  general  meeting  of  the 
Rural  Pharmacists  Association  will 
take  place  at  the  RPSGB 
headquarters  on  November  29  at 
3pm.  It  will  be  preceeded  by  a 
meeting  of  the  RPA  Council  at 
11am. 


Baby  talk 

The  next  topic  in  the  Continuing 
Education  programme  in 
Northern  Ireland  is  "Baby  care: 
nutritional  and  medicinal 
perspectives",  at  the  Lodge 
Hotel,  Coleraine  on  November  7 
and  14  at  7.30pm. 

On  the  first  evening,  Miss  Jill 
Thompson,  senior  paediatric 
dietitian,  Royal  Belfast  Hospital 
for  Sick  Children,  will  speak  on 
baby  milks  and  foods,  and  on  the 
second  evening  Dr  Claire 
Passmore,  a  research  pharmacist 
at  Queen's  department  of  general 
practice,  will  talk  about 
counterprescribing  for  pregnant 
women  and  nursing  mothers. 

Monday,  November  6 

Hull  branch,  RPSGB.  Postgraduate 
centre,  Hull  Royal  Infirmary  at  7pm. 
Members'  dinner.  Speaker  Gordon 
Appelbe  on  "The  law  department  in 
the  1990s". 

Tuesday,  November  7 

Cardiff  branch,  RPSGB.  Students' 
union,  Park  Place  at  7.30pm.  General 
meeting/White  Paper/Turin  shroud 
update. 

Edinburgh  branch,  RPSGB.  36 

York  Place  at  7.45pm.  "A  financial 
analyst's  view  of  pharmacy  —  its 
commerce  and  industry",  by  Steve 
Plag,  MRPharmS,  of  Barclays  de 
Zoete  Wedd. 

Wednesday,  November  8 

Isle  of  Wight  branch,  RPSGB. 

Postgraduate  centre,  St  Mary's 
Hospital,  Newport  at  8pm.  "Alpha  and 
omega  of  pharmacognosy",  by  Dr 
JoUiffe. 

British  Society  for  the  History  of 
Pharmacy.  1  Lambeth  High  Street, 
London  SE1  at  6pm.  "The 
Bloomsbury  dispensary  then  and 
now",  by  the  Reverend  Gordon 
Taylor,  Rector,  St  Giles-in-the-fields, 
London. 

Camden  &  Islington  FPC.  Thomas 


Lewis  lecture  theatre,  University 
College  Hospital,  Gower  Street,  WC1 
at  7pm .  "  Health ,  safety  and  security ' ' , 
a  seminar  for  dentists  and 
pharmacists. 

Thursday,  November  9 

Ayrshire    branch,  RPSGB. 

Hospitality  Inn,  Irvine  at  8pm. 
Pharmacy  current  affairs  ",  by  Miss 

A.  M.  Lewis  (member  of  Council). 
Barnet  branch,  RPSGB.  Hendon 
Town  Hall,  The  Burroughs,  London 
NW4  at  8.30pm.  "Question  time", 
with  George  Norris,  RPSGB 
inspector. 

Dundee  branch,  RPSGB.  Joint 
meeting  with  Fife  branch.  Queen's 
Hotel,  Perth  at  7.45pm.  "Recent 
advances  in  the  care  of  the  newborn' ' , 
by  Dr  S.  Forsyth. 

Glasgow  branch,  RPSGB.  Joint 
meeting  with  Guild  of  Hospital 
Pharmacists.  McCance  Building, 
University  of  Strathclyde  at  7.30pm. 
"Hormone  replacement  therapy",  by 
Dr  D.  McKay  Hart,  consultant, 
Stobhill  Hospital. 

Lancaster  branch,  RPSGB. 

Postgraduate  centre,  Lancaster,  at 
7pm.  "Treatment  of  diabetes",  by  Dr 

B.  L.  Furman.  Buffet  available. 

Advance  information 

Pharmaceutical  Marketing 
Society.  "The  service  industries 
exposed  —  What  every  product 
manager  needs  to  know  but  never 
dared  to  ask"  at  the  RPSGB,  1 
Lambeth  High  Street,  London  SE1  on 
November  16  at  9.15am.  Fee  £51.75 
(members)  and  £66.70  (non- 
members).  Contact  Mrs  Vivien 
Bennett  on  040364898. 
Weleda  Training  Seminar.  Heanor 
Road,  Ilkeston,  Derbyshire  on 
November  19.  Fee  £7.50  includes 
vegetarian  lunch  and  organic  wine.  For 
booking  form,  contact  Penny  Viner  on 
0602  309319. 

King's     College,  London. 

"Research  methods  in  pharmacy 
practice",  a  course  at  the  Chelsea 
Department  of  Pharmacy.  Manresa 
Road,  London  SW3  on  December  15. 
20  places  available.  Fee  £45.  For  an 
application  form  contact  Russell 
Greene  on  01-351  2488. 
The  Institute  of  Packaging.  "The 
packaging  of  solid  dose 
pharmaceuticals",  a  conference  at 
Fisons  Lecture  Theatre, 
Loughborough  on  November  30.  Fees 
£126.50  (IOP  member)  and  £143.75 
(non-member).  Contact  the  IOP 
education  officer  on  0664  500055. 
OTC  news.  "Dietary  supplements 
and  special  foods...  fad  or  fact?"  a 
European  conference  at  the  Sheraton 
Skyline  Hotel  on  November  14-15. 
Fee  £684.25  (hotel  £95  per  night). 
Contact  Nicholas  Hall  &  Co  on  (44)  702 
431805. 

United  Kingdom  Clinical 
Pharmacy  Association.  "Theory 
into  practice",  annual  residential 
symposium  at  the  Imperial  Hotel, 
Blackpool  on  November  24-26.  Fee 
£140,  spouses  £25  per  night.  Contact 
L.A.Goldberg  at  UKCPA. 
Institute  of  Pharmacy 
Management  Inter- 
national/Boehringer  Ingelheim.  A 
weekend  conference  in  Bracknell, 
Berkshire  on  November  25-26.  Will 
cover  tax  problems  and  opportunities, 
staff  recruitment,  training,  appraisal 
and  motivation.  Registration  fee  for 
non-members  £5.  Accommodation 
available  at  £25  per  night.  Contact 
Geoffrey  Knowles  on  051-632  3760. 
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APPOINTMENTS 


We  are  major  suppliers  of  Chemist  Sundries  to  the 
retail  chemist  and  allied  trades.  A  vacancy  has 
arisen  and  we  require  a 

SALES  REPRESENTATIVE 

who  is  enthusiastic  and  self  motivated  to  cover  an 

area  consisting  of: 
TYNE  &  WEAR,  DURHAM,  CUMBRIA, 
NORTHUMBERLAND  &  CLEVELAND 

Remuneration  is  by  way  of  basic  salary  plus 
commission. 

A  company  car  is  provided  plus  expenses.  The 
ideal  applicant  should  reside  within  the  area  and 
should  be  aged  25-40. 

Apply  in  writing  for  full  details  and  an  application 
form  to: 
MR.  R.  JOHNSTON 
PAUL  MURRAY  LTD 
SCHOOL  LANE,  CHANDLER  S  FORD, 
HANTS.  S05  3YN. 
NO  AGENCIES 


SALES  PERSONNEL 

L.P.M.S.  is  the  leading  supplier  of  full-time, 
permanent  sales  teams  in  the  UK.  Our  Clients 
are  all  large  Blue  Chip  companies  with  strong 
retail  brands. 

Due  to  the  expansion  of  one  of  our  Clients' 
teams,  we  are  looking  for  SALES 
PERSONNEL  in  your  area. 

You  will  ideally  be  between  20/40  years  old  with 
some  sales/merchandising  related  experience. 
PREFERABLY  WITHIN  CHEMIST 
SECTOR,  although  intelligence,  enthusiasm 
and  drive  are  the  qualities  that  we  are  seeking. 

An  above  average  salary  is  offered,  together  with 
a  company  car  and  expenses,  and  the 
opportunity  to  train  and  develop  within  the 
organisation. 

Replies,  giving  career  details  to  date  should  be 
sent  urgently  to: 

JANET  LYNSKEY 
(SALES/MERCHANDISING  MANAGER) 
L.P.  MARKETING  SERVICES  LTD 
33  GROVE  ROAD 
HARPENDEN  AL5 10G 
TEL:  0582  461005 


LOOKING  FOR  STAFF? 

THE  PEOPLE  YOU  NEED  TO  FILL  YOUR  STAFF  VACANCIES  ARE 
PRECISELY  THOSE  WHO  READ  CHEMIST  &  DRUGGIST  -  OVER 
28,000  OF  THEM  -  WEEK  IN  WEEK  OUT.  NEXT  TIME  YOU  HAVE  A 
VACANCY  TO  FILL  CALL  MELANIE  MARSHALL  ON  0732  364422  AND 
FIND  OUT  HOW  CHEMIST  &  DRUGGIST  CAN  HELP  YOU  TO  FIND  THE 
RIGHT  PERSON  QUICKLY  AND  EFFECTIVELY. 
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APPOINTMENTS 


LEEDS  EASTERN  HEALTH  AUTHORITY 
SEACROFT  AND  KILLINGBECK  HOSPITALS  UNIT 

GRADE  C 
PHARMACIST 

Ward  and  Aseptic  Unit  Services 
(with  Emergency  Commitment) 
Salary:  £13, 700-Llb,  700 
A  clinically  orientated  Pharmacist  is  needed  to  participate  in 
our  ward  pharmacy  service  at  this  rapidly  expanding  General 
Hospital.  The  successful  candidate  will  also  manage  the 
small  Aseptic  Suite  at  Seacroft  Hospital. 

Seacroft  is  a  General  Hospital  specialising  in  Infectious 
Diseases,  Cystic  Fybrosis  and  Paediatric  Oncology.  At  the 
present  time  a  further  eight  wards  (200  beds)  are  under 
construction,  and  due  to  open  in  early  1991.  These  will  be 
divided  between  acute  elderly  and  medical  patients. 

Killingbeck  is  the  Regional  Cardio-Thoracic  centre  for 
cardio  thoracic  surgery  (including  transplantation). 

Your  time  would  be  split  equally  between  the  Dispensary 
based  and  Aseptic  unit  responsibilities.  Ward  duties  would 
include  the  General  and  Specialist  ward,  with  opportunities 
to  actively  participate  in  consultant  ward  rounds. 

The  successful  candidate  will  be  a  member  of  the  Nutrition 
Team  that  is  presently  being  set  up,  and  work  closely  with 
consultants  and  dieticians.  Total  Parenteral  Nutrition  is 
provided  to  the  Cystic  Fybrosis  patients,  Paediatric  Cardio- 
Thoracic  Surgical  patients  as  well  as  to  generalf  surgical  and 
medical  patients.  The  Senior  Pharmacy  Technician  and  her 
staff  are  all  well  trained  in  aseptic  techniques. 

Preferably  you  should  have  practical  and  theoretical  experi- 
ence in  parenteral  nutrition,  but  training  in  all  aspects  will  be 
given. 

For  more  information  and  to  arrange  an  informal  visit  contact 
Mr  Michael  Gaunt,  Principal  Pharmacist  on  Leeds  (0532) 
648164,  ext  3440. 

For  application  form  and  job  description  contact  Personnel 
Department  at  Seacroft  Hospital,  York  Road,  Leeds  LS14 
6UH.  Telephone  0532  648164,  ext  3906  (quote  ref  number  89/ 
223). 

Closing  date:  November  18,  1989.  C43D6 


AGENTS 


Agents  required  for  S.  W.  England, 
N.E.  England,  West  Midlands 

and  Wales. 
To  sell,  highly  successful  range  of 
reading  glasses  and  nationally 
advertised  range  of  sunglasses. 

High  commission  rates  paid  —  only 
successful  agents  need  apply. 
Ring  (0634)  201284 


BARNET  HEALTH  AUTHORITY 
MENTAL  HEALTH  UNIT 
NAPSBURY  HOSPITAL 

NEW  POST  SENIOR 
PHARMACY  TECHNICIAN 

Salary  £8121-£9766  inclusive  of  London  Weighting 

Required  to  join  a  small  and  friendly  department  situated  in  a  very 
pleasant  environment  and  operating  a  5  day  week  Monday  to  Friday. 

Duties  to  include,  purchasing  and  stock  control.  A  computerised  ward 
supply  is  in  operation.  Creche  facilities  are  available. 

Application  form  from  Personnel  Department 

Napsbury  Hospital,  London  Colney,  Nr.  St.  Albans,  Herts. 

AL2  1AA. 

Telephone:  0727  23333  Ext  234/382 

BARNET  HEALTH  AUTHORITY  HAS  AN  EQUAL  OPPORTUNITIES 

POLICY. 

CLOSING  DATE:  17TH  NOVEMBER  1989 


PHARMACISTS 


"Community  and  Hospital" 
Locum  and  Permanent  Staff  required 
throughout  the  UK 

•  EXCELLENT  RATES 

•  PROMPT  WEEKLY  PAYMENTS 

•  FRIENDLY  PROFESSIONAL  SERVICE 


Euromed  Personnel. 

Medical  Recruitment  Consultants, 

6  Vigo  Street,  London  W1X  1AH 

 01-287  ( 1881 )  - 


EUROMED 


EI 


SALES  AGENTS 
REQUIRED 
NATIONALLY 

For  a  comprehensive  range  of  quality  cosmetic 
and  toilet  bags  and  ladies'  hair  accessories. 

Generous  commission  and  active  sales  support. 

Please  contact:  Chaperone,  P0  Box  2217 
London  WI4  ONG 
Tel:  01-371  4731 


AGENTS/WHOLESALERS/DISTRIBUTORS 

Superb  Range  of  Branded  OTC  Products 

Excellent  Promotional  Activity 

Reply  in  confidence  with  brief  details 
to:- 

BOXC&D3345 
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PRODUCTS  &  SERVICE! 


ORAL  ABEL  PC 

'The  Ultimate  in  pharmacy  systems...' 

*  Versatile,  uncomplicated  labelling. 

*  Quickly  updated  patient  records. 

*  Full  BNF  warnings.  *  Latin  dosages. 

*  Unique  "owings  book"  facility . 

*  Complete  systems  or  software  only . 
For  leaflets  or  a  demonstration,  phone  or  write 


roc: 


Computer  Systems  Limited 


Village  Workshops,  Prestwich,  Manchester,  M25  8WB 
Tel:  061  773  7909 


I 

1 

m 

- 


„,  iFS  TO  U  K 


PUR* 


ERPOOt 

051 


LABELLING  SYSTEMS 


SHADOW  LABELLING 


SHADOW  PLUS  Smn 


PATIENT  RECORDS  / 299s5 


PATIENT  RECORDS  PLUS  /  39995 


SHADOW  CONTROL  DOSAGE 


SHADOW  HOSPITAL  X24995 


COMPLETE  PATIENT  RECORDS  SYSTEM 


^   for  your  nursing  home  business! 


1395  s 


a  division  of  Image  Micro  Systems  Ltd 


27  Waterloo  Place 
Leamington  Spa 
CV32  5 LA 
'09261 336485 


hardware  u  software 


0 


John  Ilittiaiciiofi 


^|jj^k                                         *•  In  Pharmai  v  Labelling 

MM  *"  In  Auto-Order  Slot  k  Control 

►  In  Customer  Service 

■H^  In  Systems  Development 

Full  patient  records 

<irag  interactions 

FREEPOST,  Preston  PR5  6BR  Telephone:  (0772)  323763 


TO  ADVERTISE  ON  THESE  PAGES  CONTACT 
MELANIE  MARSHAL  ON 
0732  364422  EXT  472 


FRESH  START 
COSMETICS 

164  CHEETHAM  HILL  ROAD,  MANCHESTER  M8  8LQ 
TEL:  061-8341387 
FAX:  061-832  0891 

FOR  A  LARGE  RANGE  OF  FRENCH 
AND  ENGLISH  FRAGRANCES  AND 
ACCESSORIES. 


SHOPFITTINGS 


SHOPKIT  SUNDAY 
19th  NOVEMBER  1989 

By  Demand,  Our  SECOND  Shopkit  Sunday! 

AH  Basic  Shelving  at  %  Price,  Plus  Other  Selective 

Discounts. 

This  Is  An  Opportunity  NOT  TO  MISS. 

Send  For  A  Brochure  And  Details,  Or  Call  Into  One 
Of  Our  Showrooms  TODAY! 

SHOPKIT.  50  Ivatt  Way,  Westwood  Industrial  Estate, 
PETERBOROUGH.  PE3  7PN.  Tel:  (0733)  265263 

SHOPKIT.  Unit  15d,  1  Industrial  Estate, 
Medolmsey  Road,  Consett,  Co.  Durham. 
Tel:  (0207)  591146 


CREATIVE  DESIGNS  AND 
QUALITY  FITTINGS  WITH 
INEXPENSIVE    PRICES  AND 


LEASING. 


and  *De4c<p*„ 

THE  COMPLETE  SHOPFITTER 


LUX 


LINE 


LUXLINE 

the  specialists  in  pharmacy 
shopfitting  design  and  construction 

8  Commerce  Way,  Leighton  Buzzard,  Bedfordshire 
Telephone:  (0525)  381356  Fax:  (0525)  382761 
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WE  TAKE  GOOD  CARE  OF  IMPORTS 
SO  YOU  CAN  TAKE  GOOD  CARE 
OF  YOUR  CUSTOMERS 


SHOPFITTINGS 


marspec 

mT    SHOPFITTING  LTD 

A  complete  shopf itting  and  design 
service,  at  competitive  prices  for  the 

Southern  Office:  pharmacist.     Northern  Office: 

Marspec  Corner,  4  Prestwood  Court, 

Grace  Road,  Leacroft  Road, 

Marsh  Barton,  Risley,  Warrington, 

Exeter,  Devon  Cheshire 

Tel:  0392  21 6606  Tel:  0925  827292 


BApeils  Systems  Ltd 


Umdasch 

Fama 


Unit  P,  Kingsway  Trading  Estate 
Kingsway,  Luton,  Beds  LU1  1  LP 
Telephone.  Luton  (0582)  4571 1  1 


A 

m 

Approved 

mm  NATIONAL 
MAS  ASSOCIATION 
mm  SHOPFTTTERS 


Shopfitting  styles 
for  modern  selling 

★  Competitive  prices 

★  Attractive  designs         *  Dispensary  fittings 

*  Unsurpassed  quality       ★  Incredible  space  saving 


NEW  SHOP?  REFIT? 

Plus  increased  T.O.  &  PROFITS 

IN  LONDON  &  HOME  COUNTIES 
RING  01-460  8853 

Our  prices  are  very  competitive 

CAPITAL  Shopfitting  Services  LTD 


STOCK  FOR  SALE 


THE  FILM  MAN 

DAVE  ROTHWELL 
DISC  25p 
126x24  25p 
110x24  FROM  50p 

E180  VIDEOTAPE  £1.75 
ROLL  PAPER  FOR  MINILABS  SUPPLIED 
POLAROID,  KODAK,  FUJI,  AGFA  ALL  AT 
GOOD  DISCOUNTS.  GOOD  PRICES  FOR 
COLOUR  SHEET  PAPER. 

D.V.  ROTHWELL  LTD 

138  Westmoreland  Avenue,  Blackpool FY1 5QW.  Telephone: 
0253697094  Carphone:  0836614018 
Fax:025366615  ALLPRICES  +  VAT 


DENNIS  AVIS 

COSMETICS  &  PERFUMES 

French,  branded  and  top  selection  of  all  cop>  perfumes.  Make-ii) 
kits,  brush  sels  and  wide  range  of  accessories. 
Unit  11, 

Wembley  Business  Centre,  North  End  Road,  Wembley, 
Middx  HA9  OAD.  Telephone:  01-903  2030. 

Fax:  01-903  9926 


COMPETITIVE  PRICES 

As  well  as  being  keenly  priced  please  contact 

us  for  details  of  our  many  special  offers. 

EXCELLENT  STOCKS 

We  maintain  a  high  stock  level  of  all 
products  carried  in  our  own  warehouses. 

SPEEDY  DELIVERIES 
THROUGHOUT  THE  U.K. 

New  guaranteed  delivery  service 
anywhere  in  the  country. 

FREEPHONE 

0800  590161 

PROFESSIONAL  SERVICE- ETHICAL  VALUES 

For  your  protection  Tbwnendaie  possess  a  full 
and  comprehensive  product  liability  insurance. 
rri'TTTTTi  .  


::  ;•■]  TOWNENDALE 


tarn 


PHARMACEUTICALS 


One  of  the  U.K.'s  leading  importers  of  E  E  C.  Ethical  Pharmaceuticals 
FREEPOST,  P.O.  BOX  53,  HARROGATE,  N.  YORKS  HG2  7HU. 


FOR 
PRICE  LIS 

QUOTES 
GENERAL  ADVICE 
PLEASE  CONTACT 
MERVYN  GREEN  MPS 


EURIMPHARM  LTD' 

UNIT  A6,  83  COPERS  COPE  ROAD 

BECKENHAM,  KENT  BR3  1  NR 
TEL:  01  658  2255.  TELEX:  263832 
FAX:  01  -658  868O 


NOVEMBER  OFFERS 


URIMPHARM  LTD 
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\  &  G  Imports  I, united  are  one  of  the  largest  distributors ol  Kmc  French  Fragrances  to  the  Retail  and  Wholesale 
sector  in  the  U.K.  Kstablished  since  1983  in  a  market  proven  to  lie  one  ol  the  fastest  growing  areas  in  Retail 
Pharmacy. 


( )nr  s|iecialisl  serv  ice  oilers  all  the  benefits  of  deal 
impose.  We  olfer  a  comprehensive  range  of  all  tin 


I  direct  with  the  manufacturer  without  the  restrictions  they 
lajor  brands  lo  compliment  your  stores'  requirements. 


Listed  below  is  a  selection  of  our  Specials  currently  available  for  November  and  December 

Please  do  not  hesitate  to  use  this  list  as  your  order  form  and  if  yon  would  like  one  of  our  Salesmen  to  \  isii  yon  or  receive  an  up-to- 
date  price  list  please  phone;  Paula  Payne  or  Alison  Pea  on  0628  810404. 

SPECIALS  FOR  CHRISTMAS 


GIFT  SETS 

PIERRL  CARDIIV  SET 

30ml  KDT  Spray.  30ml  Aftershave 
Spray  &  40g  Soap 
Ref.  PCSET 

RSPSPECIU,  Cosl  8.  75 

JE  REVIEW  SET 

30ml  KDT  Spray. 
7ml  KDP  &  25g  Soap 
Ref.  W  337 

RSP  13.50  Cosl  8.75 
FIDJI  SET 

7ml  Perfume  Spray,  28ml  KDT 
30ml  Both  Sham|)oo 
&  28g  Dusting  Powder 
Ref.  F/GS 

RSP  SPECIAL  Cost  I5.H5 

VIA  GR1FFE  SET 

4  T>  in  I  PDT  Sprav  &  lOOg  Soap 

Ref.  MGSET 

RSP  19.95  Cost  9.95 

IE  JARDIN  SET 

17ml  KDT  Sprav  &  lOOg  Talc 

Ref.  MF908 

RSP  7  95  Cosl  4.75 

IE  JARDIN  D 'ARMOUR  SET 

17ml  KDT  Spray 
<&  2  \  50g  Soap 
Ref.  MF9I2 
RSP  7.50  Cosl  4.50 

CABOCHARD  SET 

30ml  KDT  Spray, 
1.8ml  Parfum  &  20g  Soap 
Ref.  CAB32219 
RSP  13.50  Cosl  8  75 

AZZARO  SET 

75ml  Aftshve.,  75ml  KDT  &  lOOg  Soap 
Ref.  AZZGS 

RSP  SPECIAL  Cosl  19.95 

MAGIE  \OIRE  SET 

50ml  KDT  &  Refillable  Purse  Spray 
Ref.  LCG/S 

RSP  25.00  Cosl  14.50 


Ut\ 


Oty 


Qt\ 


Oty 


Otv 


Otv 


0t\ 


(it  \ 


(it  \ 


TESTERS 

Buy  six  ol  any  one  of  the  discounted  products  below  and  receive  a  tester 
free  (size  of  tester  may  vary  due  to  availability). 


V1ISS  DIOR 

50ml  KDT  Sprav 

Pel  CD6222 

RSP  22.50  Cosl  14.95 

BOSS 

50ml  KDT  Spray 

Ref  1 115504 1 

RSP  I!)  Oil  Cosl  12.50 

CABOCHARD 

30ml  KDT  Spraj 
Ref.  GAB  I  (Hi  I 
RSP  7.50  Cosl  3.25 

CHARLIE 

50ml  KDT  Sprav 

Ref.  R  1,09 1 

RSP  9.95  Cosl  4.95 

DRAKKAR  \OIR 

50ml  KDT  Spray 

Ref  GL648730 

RSP  16.95  Cosl  10.95 

PRIVATE  COLLECTION 

30ml  KDP  Sprav 
Pel  1,7408 

RSP  30.00  Cosl  22.00 

COTY  L'AIMANT 

5()ml  PDT  Spray 
Ref.  GO  1 8220 
RSP  6.25  Cosl  3  55 

CIWABAR 

50ml  KDP  Sprav 
Ref.  1,7330 

RSP  25.00  Cosl  13  75 

VWDERBILT 

30ml  KDT  Sprav 

Ref  GV877 

RSP  9.95  Cost  6.50 


Otv 


0t\ 


Oty 


i  H  v 


Oty 


otv 


Otv 


(  II  V 


Otv 


hi  LADIES 

50ml  KDT  Sprav 

Ref  1,027 1 1 

RSP  27  50  Cosl  17.95 

CHLOE 

86ml  KDT  Sprav 

Ref  1,08585 

RSP  32.50  Cosl  20.90 

JE  REVIEWS 

60ml  PDT  Sprav 

Ref.  VVI500 

RSP  16  50  Cosl  3.75 

POLO 

100ml  Aftershave  Sprav 

Ref.  C50000 

RSP  24  Oil  Cosl  15.95 

XERYIS 

50ml  KDT  Sprav 

Ref.  00224 

RSP  19.75  Cosl  12  75 

\OIR 

65ml  Special  Gologne 

Ref.  NI003 

RSP  11.95  Cosl  7.50 

01  OKI  VI 

50ml  KDT  Sprav 

Ref.  04II8O 

RSP  15  35  Cosl  9.95 

PIERRE  CARDIIV 

60ml  Aftershave 

Ref.  PG7705 

RSP  10  50  Cosl  6.45 

MAGIE  (VOIRE 

50ml  KDT  Sprav 

Ref.  1,0504305 

RSP  22.00  Cost  14.25 


(H  v 


Oty 


Otv 


Otv 


Oti 


Otv 


Oty 


on 


otv 


This  list  is  in  addition  to  any  promotions  currently  available  from  A  K  0  Imports. 
A&G  Imports  Limited. 

Unit  1 1,  Treadaway  Technical  Centre,  Treadaway  Hill,  Loudwater,  High  Wycombe,  Buckinghamshire  HP10  9RS 
Telephone:  (0628)  810404    Telex:  846901  AND  G.    Fax:  (0628)  810225 
Terms  &  Conditions 

I  \  delivery  rhargc  "l  Hfi.OO  will  he  made  on  all  orders  supplied  under  t20()  +  VAT      6  Ml  orders  subject  to  availability  —  no  'to  follow' 

2.  Mi  orders  will  be  confirmed  by  telephone  before  shipment  7.  Due  to  prim  changes  made  by  manufacturers  we  reserve  the  right  to  change  prices  suited 

3  Pay  mi  mii  strictly  C.0.D  R  The  goods  remain  the  property  of  \  &  G  Imports  Limited  until  payment  is  received  in  full  and 

4  VII  claims  to  be  made  within  .">  days  ol  receipt  ol  goods  we  reserve  the  right  to  uplift  goods  in  the  event  ol  nun  puwuent 
~>.  We  reserve  the  right  to  limit  quantities 


Name 


Address 
Tel.  No  _ 
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OUT  PEOPLE 


A  sign  of  the 
times 

Recommendation  means  a  lot  to  a 
sign  maker.  Bill  Fay  takes  his 
commitment  to  sell  signs  to  NPA 
members  throughout  the  UK  very 
seriously. 

"The  signs  are  too  fragile  to 
go  by  post,  or  other  transport,  so 
they  are  delivered  by  car  on  the 
mainland  and  by  private  plane  to 
Northern  Ireland,  IoW,  Jersey 
and  similar  places,"  he  says. 

'  'The  cost  of  hiring  the  plane  is 
shared  by  similarly  minded 
businessmen  who  fly.  Taking  car 
costs,  hotel  bills  and  time  into 
consideration  it  is  the  best  way  to 
deliver  and  keep  my  customers 
happy,"  Mr  Fay  says. 


The  picture  shows  Bill  Fay  making  a  personal  delivery  of  a 
'  'Prescription ' '  sign  to  NPA  member  Mr  P.  Gould  of  St.  Ouen 's 
Pharmacy,  Jersey.  The  delivery  by  light  aeroplane  is  all  part  of  the 
service  provided  by  Faylite,  the  West  Midland  firm  owned  by  Mr  Fay 


APPOINTMENTS 


Allergan  Ltd  have  appointed  Gordon 
Jones  as  vice-president  and 
managing  director  for  the 
Pharmaceutical,  Interocular  Lens, 
Humphrey  and  Optical  divisions. 

Varta  have  appointed  Andre  Lamb 
as  senior  product  manager  within 
their  Consumer  division. 
The  London  Group  Pharmaceutical 
Executive  have  elected  Mr  Joseph 
M.  Lenny  as-chairman  and  John  S. 
Reynolds  as  vice  chairman. 

SEAMA .  the  Small  Electricals 
Appliance  Manufacturers 
Association  has  appointed  a  new 
executive  committee.  Michael 
Webber  was  re-elected  chairman, 
and  Timothy  as  treasurer.  Jorgen 
Wedel  is  vice-chairman  and  Greg 
Infeld  and  Fiona  Harrison  are 
additional  committee  members. 


PSNC  seeks  employees 
for  1990  LPC  elections 


The  Pharmaceutical  Services 
Negotiating  Committee,  with  a 


view  to  LPC  elections  early  in 
1990,  is  preparing  a  list  of 


EMPLOYEE  PHARMACISTS 

Title:  Dr/Mr/Mrs/Miss  (delete  as  appropriate) 

Name:  (IN  BLOCK  LETTERS)   

Address:   


Post  Code    Day-time  telephone  no:  ... 

Either 

Name  of  pharmacy  contractor  with  whom  employed 
Address:   


Post  Code 


Family  Practitioner  Committee   

Or 

If  a  locum  pharmacist  eligible  as  detailed  in  subparagraph  (b) 
above  the  FPC  area  in  which  locum  services  are  provided 

Family  Practitioner  Committee   

Signed    Date  

Please  return  to:  The  Returning  Officer,  Pharmaceutical  Services 
Negotiating  Committee,  59  Buckingham  Street,  Aylesbury,  Bucks 
HP202PJ,  no  later  than  1st  December  1989. 


pharmacies  employed  by 
pharmacy  contractors  in  each 
FPC  area  in  England  and  Wales. 

For  the  purpose  of  the  election 
the  term  "employed"  means: 
a  A  pharmacist  with  a  contract  of 
employment  with  a  pharmacy 
contractor  who  has  not  been 
nominated  by  that  contractor  as  a 
representative. 

b  A  pharmacist  providing  locum 
services  in  the  area  for  not  less 
than  eight  hours  per  week  on 
average  throughout  the  year  prior 
to  the  election. 


Every  registered  pharmacist 
so  employed  may  be  included  in 
the  list  of  persons  entitled  to  take 
part  in  the  election.  However  a 
definitive  list  of  employees  does 
not  exist. 

PSNC  has  written  to  LPCs 
requesting  where  possible  a  list  be 
sent  to  the  returning  officer  but 
the  onus  rests  with  employees.  In 
order  for  a  pharmacist  to  ensure 
that  his/her  name  is  included, 
he/she  should  complete  the  form 
(left)  and  return  it  no  later  than 
December  1. 


ADVERTISEMENT 


CfaapS&c/i 


SUN  &  SNOW 

HOLIDAY 
COMPETITION 
WINNER  NO  4 


MR.  LYNAS, 
MANAGER  OF 
H.N.  DICKENSON 
CHEMIST, 
FOREST  HILL, 
LONDON,  WITH 
JILL  CATTERMOLE, 
REPRESENTATIVE 
FROM  A.H.  ROBINS 


Typesetting  and  graphics  by  Magset  Ltd,  Sidcup.  Kent.  Printed  by  Riverside  Press  Ltd,  Whjtstable,  Kent.  Published  by  Benn  Publications  Ltd,  Sovereign  Way,  Tonbndge,  Kent  TN9  1RW. 
Registered  at  the  Post  Office  as  a  Newspaper  26/18/16sContents  ©  Benn  Publications  Ltd  1989.  All  rights  reserved.  No  part  of  this  publication  may  be  reproduced,  stored  in  a  retrieval  system  or  transmitted  in, 
any  form  or  by  any  means,  electronic,  mechanical,  photocopying,  recording  or  otherwise  without  the  prior  permission  of  Benn  Publications.  Benn  Publications  Ltd  may  pass  suitable  reader  addresses  to  other  relevant 
suppliers.  Ifyou  do  not  wish  to  receive  sales  information  from  other  companies,  please  write  to  Fraser  Murdoch,  Benn  Publications  Limited,  Sovereign  Way,  Tonbndge.  Kent  TN91RW. 
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COMPOUND  BENZOIN  TINCTURE  BP. 
2  LITRE  BOTTLE 


m 

1 

PHOECODINE  LINCTUS  BP. 
2  LITRE  BOTTLE 


CALAMINE  LOTION  BP 
li  ii  i  ML  BOTTLE 


ii  ml  it  y  p  m  ire 
and  si  imp  lie 

Having  been  in  the  business  since  1846 
Ransoms  can  justifiably  claim  to  have  more 
experience  in  producing  pharmaceutical 
products  than  just  about  anyone  else. 

Traditional  processes,  sophisticated  R&D 
and  modern  manufacturing  techniques  are 
used  in  harmony  to  produce  our  popular 
2  litre  galenicals  and  our  expanding  range 
of  packed  liquid  pharmaceuticals. 

Because  we  know  that  our  performance 
can  help  enhance  your  reputation,  we 
constantly  strive  to  improve  our  quality  and 
service.  To  give  you  the  products  you  want, 
made  to  a  consistently  high  standard  at  a 
competitive  price. 

It's  a  simple  but  successful  formula.  And 
it's  available  from  wholesalers. 

William  Ransom  &  Son  pic,  Hitchin, 
Hertfordshire SG5  1LY.  Tel: (0462)4 3  76 15. 
Telex:  825631.  Fax:  (0462)  420528. 


KAOLIN  AND  MORPHINE 
MINI  I  RE  BP 
20(1  ML  BOTTLE 


SIMPLE  LINCTUS  BP. 
200  ML  BOTTLE 


MAGNESIUM  TRISILICATE 
MIXTLRE  BP.  2  LITRE  BOTTLE 


SrAawuiceiilica/d 


Why  do  shoppers  buy  long  life  batteries?  Because 
they  last  longer.  Obvious,  isn't  it?  And  when  an 
independent  research  company  asked  which  brand 
shoppers  believed  lasted  longest,  an  overwhelming 
78%  answered  Duracell. 

No  wonder  Duracell  is  the  No.  1  long  life  battery 
that  customers  ask  for  by  name.  And  just  imagine 
how  that  78%  will  feel  when  they  hear  that  The  New 
Duracell  now  lasts  up  to  20%  longer. 

That's  the  message  being  spelled  out  in  a  £4  million 
advertising  and  PR  campaign  this  Autumn  and  Winter 
to  coincide  with  the  peak  selling  season  for  batteries. 

All  New  Duracell  batteries  have  been  improved. 
Independent  tests  show  that  MN1300,  MN1400, 
MN1500  and  MN2400  last  up  to  20%  longer  than 
those  made  just  a  few  years  ago. 


A  CHEMIST  &  DRUGGIST  SUPPLEMENT 


A  powerful  medicine 
calls  for  a  powerful  commercial. 


This  winter,  the  benefits  of  Benylin  will  again  be  seen  as  well  as  heard. 
Our  TV  commercial  not  only  demonstrates  the  efficacy  of  Benylin  but  also 
illustrates  its  warm,  soothing  taste  and  promotes  the  complete  range. 

From  November,  Benylin  will  be  supported  by  a  £1-2  million  national 
TV  campaign  reaching  85%  of  all  housewives. 

All  of  which  should  help  generate  more  sales  through  your  pharmacy, 
reinforcing  Benylin's  position  as  the  country's  best-selling  cough  medicine. 

So  make  sure  you  benefit  from  Benylin  this  winter. 


STOCK  UP  WITH  NEW  EXTRA  STRONG 


THROATIES  EXTRA  AND  WATCH  YOUR  SALES 


SOAR  WHEN  WE  UNLEASH  THROATIES  ON 


NATIONAL  TV  IN  THE  NEW  YEAR. 


ONE  CHEW...ME 


In  an  attractive  blister  pack,  newThroaties  Extra  are  sure  to  be  a  big  hit  with  your  customers. 
They're  extra  strong,  for  extra  relief. 

The  complete  Throaties  range,  including  Throaties  Extra,  will  be  hitting  national  TV 
screens  with  a  heavyweight  campaign  in  January,  February  and  March  1990. 
The  amusing  commercial  is  guaranteed  to  make  the  Throaties  message  —  one  chew . 
medication  bursts  through  —  hit  home,  ensuring  booming  Throaties  sales  for  you. 


Ernest  lackson  &  Co.  Ltd.,  Crediton,  Devon,  EXI7  3AP.Tel:  (03632)  2251  Telex:  42506  E|ACKS  G  Fax:  (03632)  5595 


COUGHS  AND  COLDS 


CONTENTS 

A  CHEMIST  &  DRUGGIST  SUPPLEMENT 


One  in  the  neck  for  a  sore  throat  4 

Causes  and  treatment  of  this  painful  condition 

Solid  season  seems  certain  5 

Lozenge  and  pastille  promotions  move  into  top  gear 

Mild  spell  puts  damper  on  coughs  8 

Growth  held  to  rate  of  inflation 


A  tissue! 

Wiping  up  with  facials 


12 


Decongestants  perform  well 

Sales  grow  ahead  of  the  market 


14 


Some  like  it  hot 

Cold  treatments  on  show 


16 


Galloway's  celebrates  a  centenary  of  business  18 

LRC  Product's  cough  medicine  is  100  years  old  in  1990 


Thi  s  y cur 
we're  really 
sticking  our 
neck  out 


i  •  • 

And  it's  costing  us  nearly 
£500,000  to  do  it. 
In    an    extensive  press 
campaign  '  'Knotty  Nigel 
will  be  working  hard  to 
persuade  your  customers  to 
ask  for  new  Dequacets  by 
name.   In  addition,  radio 
coverage  will  be  promoting 
the  Dequa  range. 
Place  your  order  now  via 
your  local  wholesaler  or 
Evans  representative. 


SOOTHING  RELIEF  OF 
CONGESTION  AND  SORE  THROATS 


When  a  sore  throat  comes  with  a 
stuff}'  nose. 


For  soothing  all  the  family 's 
sore  throats. 


FASX  EFFECTIVE  RELIEF 
FOR  SEVEkl:  SORE  THROATS 

•  H,nwluiUf.i1AnsMtl' 
•G-TT.hu -Hiataii  luff  uon 
•Smtiwi  ItTitam. 


For  severe  sore  throats. 


-  Keeping  ahead  of  the  competition 
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COUGHS  AND  COLDS 


One  in  the  neck 
for  a  sore  throat 

A  sore  throat  is  more  often  a  painful  nuisance  than  a  serious  affliction  and  is  frequently  associated 

with  a  cold.  Drug  information  specialist  Steve  Chaplin  looks  at  the  causes  and  possible 
complications  of  sore  throat  and  gives  some  tips  on  advising  customers  suffering  with  the  problem. 


Sore  throat  is  a  very  common,  minor  but 
uncomfortable  inflammation  of  the  upper 
respiratory  tract  which  may  involve  the 
pharynx,  tonsils  and  the  larynx.  The  most 
prominent  symptoms  are  a  "raw"  or 
"scratchy"  sensation,  hoarseness  of  the 
voice,  and  pain  on  swallowing.  This  is  often 
associated  with  headache,  cough,  fever, 
swollen  glands  and  a  feeling  of  general  malaise 
together  with  a  cold  or  runny  nose.  On 
inspection,  the  throat  is  normally  red  and 
swollen,  sometimes  with  an  exudate. 

Sore  throat  may  be  due  to  a  local  bacterial 
infection  —  in  about  a  third  of  cases,  beta- 
haemolytic  streptococci  can  be  cultured  from 
throat  swabs  —  but  the  majority  are  caused  by 
a  number  of  viruses,  including  rhinovirus, 
adenovirus  and  Epstein-Barr  virus.  It  is 
impossible  to  distinguish  between  a  bacterial 
arid  viral  sore  throat  on  symptoms  alone  but,  in 
general,  the  more  painful  the  throat,  the  more 
likely  are  systemic  symptoms  and  the  more 
likely  a  bacterial  cause.  Other  causes  include 
allergy,  local  irritation,  tobacco  smoke,  which 
can  be  distinguished  from  infective  causes  by 
matching  the  symptoms  with  the  times  of 
exposure,  and  systemic  viral  infections  such 
as  glandular  fever  or  rubella . 

Sore  throat  is  commonest  in  children  of 
primary  school  age,  and  women  appear  to  be 
affected  more  often  than  men.  Its  incidence  is 
unknown  because  only  a  fraction  of  people  go 
to  their  GP  for  treatment.  In  most  cases,  it  is 
believed,  symptoms  are  either  ignored  or 
treated  with  OTC  products.  Even  so,  it  is 
estimated  that  every  year  an  average  GP  is 
consulted  by  300  patients  with  sore  throat. 

Normally,  sore  throat  lasts  for  three  to 
seven  days  and  complications  do  not  develop. 
Rarely,  it  may  be  followed  after  one  to  three 
weeks  by  rheumatic  fever  or 
glomerulonephritis,  caused  by  an  immune- 
mediated  reaction  to  streptococcal  infection. 
Rheumatic  fever  is  not  the  crippling  disease  it 
was  in  the  19th  century  but  repeated  attacks, 
more  likely  as  episodes  of  streptococcal 
infection  become  more  common,  increase  the 
risk  of  heart  valve  damage. 

About  two-thirds  of  people  with  rheumatic 
fever  have  a  history  of  recent  sore  throat  but 
the  converse  —  the  proportion  of  sore  throats 
that  lead  to  rheumatic  fever  —  is  unclear, 
although  it  is  believed  to  be  low.  By  contrast, 
post-streptococcal  glomerulonephritis  is  often 
asymptomatic  and  long-term  damage  unlikely. 

The  combination  of  a  common,  minor 
illness  like  sore  throat  with  a  rare,  serious 
complication  such  as  rheumatic  fever  has  lead 
to  a  wide  variety  of  opinions  on  its  treatment . 
Some  GPs  routinely  prescribe  antibiotics  on 
the  grounds  that  they  will  do  no  harm  and  may 
prevent  complications.  Others  note  that 
streptococci  account  for  a  minority  of  sore 
throats  and,  concerned  about  the  spread  of 
antibiotic   resistance,    they  normally 


recommend  only  symptomatic  treatment 
provided  there  is  no  history  of  related 
problems.  In  fact,  there  is  evidence  to  suggest 
that  antibiotics  have  a  limited  role  in 
preventing  the  development  of  rheumatic 
fever.  Delaying  treatment  for  two  days  until 
the  result  of  a  throat  swab  is  known  does  not 
increase  the  risk  of  complications  or  of  relapse 
although  it  does  increase  duration  of  the  illness 
and  risk  of  spreading  infection.  However,  a 
positive  throat  swab  does  not  necessarily 
indicate  a  current  infection  because  many 
people  become  asymptomatic  carriers  of 
streptococci  for  several  months  after 
symptoms  have  resolved. 

Deciding  how  to  treat  sore  throat 
therefore  depends  on  the  circumstances  in 
each  case.  What  are  the  symptoms,  how  long 
have  they  lasted  and  are  they  getting  worse  or 
better?  A  feverish  child  with  a  history  of  throat 
infections  who  has  severe  pain  lasting  several 
days ,  and  which  is  not  improving  or  is  getting 
worse,  needs  a  referral.  If  antibiotics  are 
indicated,  penicillin  V  is  the  drug  of  choice,  or 
erythromycin  for  patients  who  are  allergic  to 
penicillin.  Five  days'  treatment  is  as  effective 
as  ten,  although  the  longer  course  may 
eradicate  the  carrier  state  more  effectively. 
By  contrast,  an  adult  with  no  history  of 
complications  who  has  a  sore  throat  of  acute 
onset,  and  which  is  obviously  associated  with 
a  cold,  can  satisfactorily  be  treated  without 
referral.  Between  these  two  extremes, 
selecting  the  best  course  of  action  is  a  matter 
for  professional  judgement. 

Symptomatic  approach 

With  the  exception  of  antibiotics  for  bacterial 
infection,  the  treatment  of  sore  throat  —  if 
intervention  is  justified  —  is  symptomatic.  The 
choice  between  topical  and  systemic 
administration  depends  on  personal 
preference. 

There  is  a  wide  range  of  lozenges,  some 
containing  decongestants  or  disinfectants,  for 
which  there  is  strong  brand  loyalty.  Lozenges 
are  useful  for  sore  throat  because  they  are 
inexpensive,  largely  harmless  and  they 
stimulate  saliva  flow  and  prevent  the  throat 
from  becoming  dry.  The  value  of  disinfectants 
in  lozenges  is  unproven  and  decongestants 
may  be  unnecessary  unless  the  sore  throat  is 
accompanied  by  a  cold.  Whether  these 
formulations  are  more  effective  than  boiled 
sweets  is  open  to  question.  Nonetheless, 
many  people  like  the  taste  so  it  is  helpful  to 
point  out  the  maximum  number  of  lozenges 
they  can  take  each  day  if  such  a  limit  is 
recommended.  Adverse  reactions  are 
uncommon  and  normally  confined  to  mild 
nausea  but  there  is  also  a  small  risk  of 
sensitisation  to  antibacterial  agents. 

Disinfectants  are  sometimes  combined  in 
lozenges  or  sprays  with  local  anaesthetics. 


Sore  throat  —  painful  problem 


These  produce  localised  numbness  although, 
the  effects  maybe  shortlived.  Children,  who'i 
may  not  be  accustomed  to  local  anaesthetics,  i'j 
should  be  warned  of  the  risk  of  inadvertently ;  ( 
drinking  hot  tea  or  even  choking  on  food,: 
should  their  tongue  become  partially1! 
anaesthetised. 

Gargling  with  an  anti-inflammatory  rinse,! 
such  as  benzydamine  (Difflam),  may  reduce  a 
swelling  and  help  to  alleviate  pain  on; 
swallowing.  Some  people  experience  a  mildli 
stinging  which  can  be  overcome  by  diluting  the!  J 
solution.  A  cheaper,  though  less  pleasant-l; 
tasting  alternative  (except  for  children  underj  i 
12)  is  to  gargle  with  soluble  aspirin.  This.il 
however,  can  provoke  a  cough  which  is  all  their] 
more  painful  with  a  sore  throat.  In  both  cases,' ! 
frequent  use  is  necessary  to  achieve  an, 
adequate  reduction  in  inflammation  andlj 
patients  should  be  advised  to  spit  out  thel 
solution  rather  than  swallow  it. 

The  pain  and  inflammation  of  sore  throat! 
can  be  reduced  by  systemic  administration  of  \ 
anti-inflammatory  drugs.  Paracetamol  is  the!  ) 
obvious  choice  for  children  and  adults, m 
although  many  people  will  have  tried  it  before;  >] 
consulting  a  pharmacist  and  may  be  I 
dissatisfied  with  its  efficacy.  Aspirin  may  be  aid 
more  effective  alternative  for  adults  if  they  can  -j 
tolerate  its  adverse  gastrointestinal  effects.,) 
Ibuprofen,  the  OTC  licence  of  which  covers! 
the  symptoms  of  cold  and  influenza,  is  morel 
effective  than  paracetamol  and  betterl 
tolerated  than  aspirin.  The  greater  efficacy  of'| 
both  drugs  must  be  balanced  against  theirj 
contraindications  (for  example,  asthma, la 
history  of  peptic  ulcer)  and  the  greater  risk  oil 
interactions  with  prescribed  drugs. 

The  range  of  treatments  available  for  sore 
throat  can  minimise  the  discomfort  and 
inconvenience  it  causes.  Their  relative  merits 
probably  depend  as  much  on  patient 
preference  as  on  their  efficacy.  Most  peopleU 
recognise  that  sore  throat  is  a  minor  problem 
but  they  must  be  advised  that  self-treatment 
is  appropriate  for  the  short-term  only.  Sore 
throat  is  normally  self-limiting  so  a  referral  is 
necessary  if  symptoms  persist  beyond  a  few 
days  or  if  it  gets  worse  despite  treatment. 
Smokers  should  be  told  their  habit  makes 
symptoms  worse  and  delays  recovery. 
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Solid  season  seems  certain 


Despite  a  relatively  lacklustre  performance 
over  the  past  12  months,  the  sore  throat, 
cough,  cold  lozenge  and  pastille  market  is 
attracting  a  great  deal  of  attention  with  new 
product  launches,  relaunches  and  television 
advertising  for  some  brands  notably  Strepsils, 
Throaties  and  Zubes. 

Crookes  marketing  manager  Bernard 
Bremer  estimates  the  total  throat  care  market 
(licensed  products  plus  the  so-called 
medicated  confectionary)  is  worth  around 
£65m  with  pharmacies  including  Boots 
accounting  for  some  37  per  cent  of  those  sales. 
Figures  from  Nielsen  indicate  that  pharmacies 
other  than  Boots  sold  almost  £15m  worth  of 
"cough  and  cold  pastilles  and  lozenges ' '  in  the 
year  to  June  1989  (chart  on  plO). 

As  with  any  market  sector  estimates  of  the 
actual  size  of  the  sore  throat,  cough,  cold, 
lozenge  and  pastille  market  vary  depending  on 
who  you  talk  to  and  which  products  they  like 
to  include  in  the  category.  Some  products  do 
not  fall  clearly  into  one  category,  particularly 
those  seen  as  having  more  than  one 
pharmacological  action. 

Companies'  estimates  of  brand  share  will 
obviously  depend  on  the  base  market  value 
they  work  from. 

Unexpected  entrant? 

At  first  glance  Milupa  might  not  be  the  most 
obvious  company  to  launch  a  range  of  throat 
lozenges  given  their  history  in  the  UK  of 
selling  only  baby  foods,  milks  and  drinks. 
However,  their  parent  company  in  Germany 
produces  a  diverse  range  of  products  and  has 
been  selling  the  Pulmoll  herbal  lozenges  range 
for  30  years  or  more.  Around  12  varieties  are 
on  sale  in  Germany,  gaining  around  a  10  per 
cent  share  of  the  market. 

Jane  Mayall,  Milupa 's  new  business 
development  manager  told  C&D  that 
consumer  research  has  shown  that  the  British 
public  want  herbal  lozenges  especially  with  the 
current  trend  to  a  faith  in  all  things  natural. 

The  current  range  of  four  flavours  of 
Pulmoll  lozenges  has  been  marketed  in 
Scotland  for  a  year  where  it  has  been  sold 
through  confectioners,   tobacconists  and 


newsagents  (CTNs)  as  well  as  pharmacies. 

Milupa  were  somewhat  surprised  when 
they  analysed  the  research  to  find  that  Pulmoll 
sold  much  better  through  pharmacies  than  it 
did  through  CTNs. 

That  is  good  news  for  pharmacists  because 
in  England  and  Wales  Milupa  are  concentrating 
on  selling  to  pharmacies.  To  do  the  job  for 
them  Milupa  have  chosen  Jenks  Brokerage 
who  represent  Milupa 's  babyfood  range  to  the 
grocery  trade.  Milupa 's  own  representatives 
are  thought  to  have  enough  to  cope  with  the 
baby  range,  explains  Jane  Mayall. 

Although  Jenks  will  not  be  taking  the 
lozenges  to  grocery  outlets  they  will  be 
visiting  some  drug  store  outlets. 

During  the  Scottish  test  market  Milupa 
tried  promoting  the  lozenges  in  the  Press  but 
the  advertisements  were  not  well 
remembered,  says  Mrs  Mayall.  What  did  stick 
in  people's  minds  was  the  counter  unit 


Milupa  put  Pulmoll  on  show 


featuring  the  free  trial  dispenser.  For  this 
reason  Milupa  have  decided  not  to  advertise 
Pulmoll  nationally  but  will  concentrate  on  a 
sampling  campaign  in  which  they  plan  to  give 
away  about  6,000  tins  via  reader  offers  in 
magazines  and  half  a  million  money-off 
coupons  in  mailings  to  the  public  which  will  also 
include  sachets  containing  two  lozenges.  The 
approach  fits  in  with  Milupa 's  policy  for 
promoting  their  babyfoods,  says  Mrs  Mayall. 

The  lozenges  are  likely  to  be  an  impulse 
buy  so  advertising  will  only  be  effective  when 
people  have  a  cold  whereas  if  people  such  as 
pharmacy  staff  have  tried  the  product  they  are 
more  likely  to  recommend  it,  she  adds. 

Pulmoll  is  not  simply  intended  for  sore 
throats  —  about  40  per  cent  of  those  who  buy 
them  do  so  to  use  as  a  mouth  freshener,  a 
benefit  mentioned  on  the  pack. 

Milupa  say  the  launch  bonus  deal  available 
from  Jenks  sales  representatives  offers  a  46 
per  cent  profit  on  cost  (as  compared  to  the 
standard  33  per  cent). 

Milupa  are  not  the  only  company  to  see  a 
need  for  something  herbal  in  the  cough/cold 
lozenge  area.  Cedar  Health  launched  Ricola 
herbal  cough  lozenges  and  sugar  free  pearls  at 
the  beginning  of  the  year,  distributed  to  the 
pharmacy  trade  by  De  Witt  International.  By 
all  accounts  the  products  have  been  well 
accepted  by  pharmacists. 

Advertising  on  Thames  Television  is 
planned  for  Ricola  in  the  New  Year  to  be 
backed  up  with  intensified  activity  from  sales 
representatives  in  the  same  region. 
Depending  on  the  results  of  the  television 
exposure  Cedar  Health  managing  director 
Keith  Pollitt  says  there  may  be  more  activity. 

Fdcola  has  been  taken  by  4 ,000  pharmacies 
in  Britain,  says  Mr  Pollitt.  Before  the  launch 
to  pharmacies  this  January  the  brand  was  sold 
into  health  food  stores  in  October  1988.  The 
reason  was  that  at  the  time  stocks  were 
limited  and  as  there  are  only  around  1,500 
health  food  shops  Cedar  wanted  to  target  they 
decided  to  go  for  the  health  food  trade  first. 
There  was  also  a  health  food  exhibition  on  in 
London  at  around  the  same  time. 

Once  sufficient  stocks  were  available  the 
brand  was  offered  to  pharmacies  and  may  aJso 
be  sold  to  drug  stores.  The  rate  of  sales  from 
health  food  shops  is  reported  to  be  similar  to 
that  from  pharmacies. 

Trade  discounts  on  the  products  run  until 
the  end  of  this  month,  says  Mr  Pollitt. 

A.L.  Simpkin  have  also  added  an  alpine 
herb  variety  to  their  range  of  Simpkins 
lozenges  which  has  been  repackaged  for  this 
coming  Winter  (Counterpoints  October  7). 
Cough  candy  lozenges  were  also  added  to  the 
range  in  response  to  requests  from 
customers.  A  deal  on  the  whole  range 
including  stick  packs  of  lozenges  which  gives 
up  to  38  per  cent  profit  on  return  is  available 
until  Christmas,  says  the  company. 

Crookes  have  set  aside  £2. 5m  to  promote 
Strepsils  (Counterpoints  August  26) 
throughout  the  coming  season  following  last 
month's  relaunch. 

There  is  to  be  national  television 
advertising  featuring  last  year's 
"steelworker"  commercial.  POS  support 
includes  display  units  with  a  competition  on  the 
reverse  side  offering  Marks  &  Spencer 
vouchers  gift  tokens  as  prizes. 

The  relaunch  is  hoped  to  build  on  the 
brand's  leading  position  says  marketing 
manager  Bernard  Bremer,  who  adds  that 
Strepsil  sales  are  running  at  over  £7m  a  year 
at  rsp,  taking  almost  16  per  cent  by  value  of 
the  throat  care  market  through  outlets 
excluding  Boots. 
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Up  to  now  Mr  Bremer  feels  the  brand  has 
been  somewhat  undervalued  particularly  in 
terms  of  its  efficacy.  To  rectify  that  a  research 
project  comparing  the  brand  with  six  other 
antiseptic  lozenges  was  commissioned  in  an 
attempt  to  show  the  efficacy  of  Strepsils. 

The  first  part  of  the  research  involved 
dissolving  a  Strepsils  original,  Tyrozets, 
Merocaine,  Merocets,  Dequadin,  Dequacaine 
or  Chloraseptic  lozenge  in  5ml  artificial  saliva 
and  incubating  each  with  four  organisms 
implicated  in  causing  sore  throat: 
Staphyloccocus  aureus,  Pseudomonas 
aeruginosa,  Streptococcus  pyogenes  and 
Candida  albicans. 

It  was  found  that  Strepsils  killed  all  four 
micro-organisms  as  quickly  or  more  quickly 
than  the  other  lozenges,  reducing  the  number 
of  colonies  grown  from  the  0.05ml  sample  to 
less  than  240  in  one  minute  or  less  for  each 
micro-organism. 

Evans  Medical  plan  to  give  Dequacets  a 
boost  this  Winter  as  part  of  a  £500,000 
advertising  campaign  for  the  Dequa  range. 
From  January  next  year  national  Press  and 
magazine  advertising  is  planned  promoting 
Dequacets,  backed  up  by  a  regional  radio 
campaign  for  the  whole  range.  There  are  also 
to  be  posters  in  selected  doctors'  surgeries, 
says  the  company. 

Evans  say  the  combined  sales  of  Dequadin 
and  Dequacaine  accounted  for  some  19  per 
cent  of  the  £21m  worth  of  semi-ethical  type 
lozenges  and  pastilles  sold  in  the  year  to 
September  1988. 

Ciba  Consumer  Pharmaceuticals  say 
Bradosol  brand  has  just  over  a  6  per  cent  value 
share  of  sales  through  pharmacies  other  than 
Boots  in  the  12  months  to  last  December.  The 
launch  of  Bradosol  Plus  with  lignocaine  is 
claimed  to  have  boosted  sales  value  by  25  per 
cent  last  year. 

Support  this  Winter  includes  a  selection  of 
point  of  sale  material  including  showcards, 
shelf  reservers  etc,  along  with  chemist 
counter  assistant  product  knowledge 
competitions  and  trade  incentives  available 
from  company  sales  representatives. 

Beecham  Health  Care's  Mac  tubes  and 
Mac  extra  both  in  new  packaging  have  shown 
growth  of  3  per  cent  and  1  per  cent, 
respectively,  at  rsp  year  on  year.  A  budget  of 
£100,000  has  been  set  aside  to  support  the 
products  and  includes  point  of  sale  material. 
For  Mac  tubes  there  is  a  smaller  case  size 
(x30)  which  Beecham  describe  as  "counter 
friendly". 

TCP  antiseptic  liquid  and  throat  pastilles 
are  being  supported  via  a  12  page  booklet  on 
coughs  and  colds  by  Dr  Eric  Trimmer  being 
offered  free  to  consumers.  It  describes  cold 
symptoms  how  best  to  deal  with  a  cold  and 
gives  specific  tips  for  dealing  with  a  cough  and 
sore  throat.  Consumers  can  get  a  free  copy  of 
the  booklet  by  sending  a  stamped  addressed 
envelope  to  TCP  coughs  and  colds  booklet, 
PO  Box  21,  Godalming,  Surrey  G07  1YS. 

Regional  television  advertising  for  Zubes 


COUGHS  AND  COLDS 


Table  1  Promotional  activities  for  sore  throat,  cough  and  cold  lozenges  and  pastilles  (market  size  £65m-£80m;  about 
05m  through  pharmacies  other  than  Boots) 


Brand 


Supplier 

(pharmacy  distributor) 


Promotional  spend 
'89  -  '90 


Where  (*hen) 

Posters  Press        Radio  TV         P0S  PRJtrade 


Bradosol 
Bradosol  Plus 


Ciba  Consumer  Pharmaceuticals 


Buttercup 

LRC  Products 

• 

Dequacaine 
Dequacets 
Dequadin 

Evans  Medical 

£500,000 

•              •  • 

(GP  surgeries)  (Jan-Mar)  (Jan-Feb) 

• 

• 

Fisherman's  Friend  Lofthouse  of  Fleetwood 

• 

• 

Gale  Force 
Hurricane 

Ernest  Jackson 

• 

(Jan  start) 

£3. 5m  (includes 
budget  for  Tunes) 

• 

• 

Mac 

Beecham  Health  Care 

£100.000 

• 

Merocaine 
Merocets 
Merothol 

Merrell  Dow 
Pharmaceuticals 

• 

• 

• 

Pulmoll 

Milupa  Oenks  Brokerage) 

• 

Ricola 

Cedar  Health  (De  Witt 
International) 

• 

Thames 
Oan) 

• 

Simpkins 

A.L.  Simpkin  &  Co 

• 

Strepsils 

Crookes  Healthcare 

£2. 5m 

•  • 

Oan  start)  (Jan-Mar) 

• 

(Nov-Dec) 

• 

TCP 

Chemist  Brokers 

• 

Throaties 
Throaties  Extra 

Ernest  Jackson 

• 

(Nov-Feb) 

•  TV-am 
Oan-Mar) 

• 

• 

Tunes 

Mars 

£3. 5m  (includes 
budget  for 
Lockets) 

• 

• 

Zubes 
Zubes  plus 

Roberts  Laboratories 

• 

Regional 
(Jan  start) 

• 

begins  mid-January  running  on  Granada  and 
Yorkshire  networks.  Original  Zubes  was 
joined  last  month  by  a  new  variant  Zubes  plus 
which  contains  menthol  and  two  antiseptics. 
Suppliers  Roberts  Laboratories  say  that 
distribution  will  be  primarily  through  pharmacy 
outlets. 

Next  January  also  sees  the  start  of 
breakfast  television  advertising  for  Ernest 
Jackson's  Throaties  following  the  launch  of 
Throaties  extra  at  Chemex  in  September.  The 
brand  is  currently  being  advertised  in 
women's  magazines.  A  trade  bonus  deal  of  15 
as  12  on  Throaties  extra  runs  until  the  end  of 
the  year  when  it  is  to  be  reviewed,  says  the 
company. 

The  beginning  of  next  year  also  sees 
advertising  of  Gale  Force  and  Hurricane 
lozenges  through  "quality"  national 
newspapers. 

Pastilles  account  for  some  85  per  cent  of 
sales  of  Ernest  Jackson '  s  range  of  cough ,  cold , 
sore  throat  pastilles  and  lozenges.  The 
company  claims  to  be  brand  leader  in  the 
medicated  pastille  sector,  with  the  only  other 
major  supplier  being  Boots.  Currently  the 
majority  of  the  company's  products  are  sold 
through  pharmacies  but  says  national  sales  and 
distribution  manager  Nick  Mitchell,  grocery 
outlets  are  becoming  more  important.  He 
estimates  that  the  £80m  cough,  cold,  sore 
throat  pastilles  and  lozenges  market  is 
growing  by  around  8  per  cent  a  year  with 
Ernest  Jackson's  products  out-performing  the 
market  by  around  5  per  cent. 

Mr  Mitchell  told  C&D  that  he  sees 
continued  strong  sales  of  pastilles  because 


Table  2  Value  of  the  cough  &  colds  market  to  chemists 

Average  sales  per  store  per  month  (pounds)  (May/June  89) 

multiples  vs 

independents 

Multiples 

vs  Independents 

Cough  cold  &  influenza  remedies 

127.80 

101.60 

Cough  &  cold  pastilles  &  lozenges 

65.30 

49.40 

Nose  sprays  &  drops 

19.90 

14.50 

Oral  decongestants 

71.70 

33.90 

Vapour  rubs 

5.20 

3.70 

Facial  tissues 

47.10 

27.40 

Source:  Nielsen  Marketing  Research 

they  are  a  pleasant  formulation  for  people  tc 
take  but  there  are  some  developments  on  the! 
lozenge  side  at  Ernest  Jackson  in  the  pipeline; 
which  should  be  appearing  next  year. 

Merrell  Dow  Pharmaceuticals  arel 
advertising  Merocets,  Merocaine  and 
Merothol  in  women's  Press  this; 
Winter. There  is  a  competition  for  pharmacy1 
assistants  and  POS  material. 

Sweet  relief 

In  the  medicated  confectionary  sector  Mars 
say  their  Tunes  and  Lockets  brands  account 
for  more  than  50  per  cent  of  the  £50m  worthl 
of  these  type  of  products  sold  each  year.  The 
brands  are  again  supported  with  national! 
television  advertising  this  year  using  the 
commercial  put  together  to  coincide  with  the 
launch  of  menthol  mint  Tunes  last  Winter. 

Counter  display  units  designed  to  take 
three  of  the  fastest  selling  Tunes  and  Lockets 
lines  are  available  on  request. 

Lofthouse  of  Fleetwood  are  offering 
consumers  who  buy  their  Fisherman's  Friend 
lozenges  the  chance  to  buy  a  set  of  three  00 
scale  1950s  die  cast  model  vehicles  in 
company  livery  —  a  box  van,  a  bus  and  a  lorry. I 

The  company  hopes  to  raise  £400,000 
towards  the  cost  of  a  new  Mersey  class 
lifeboat  by  denoting  lp  to  the  appeal  for  each 
pack  of  lozenges  sold.  The  appeal  is  to  be 
launched  at  January's  Boatshow  and  finishes 
at  the  following  year's  show. 

Fisherman's  Friend  is  estimated  to  have  a 
14  per  cent  share  of  the  medicated 
confectionary  market.  Pharmacies  are 
thought  to  sell  around  1 1  per  cent  by  value  of 
the  products  in  the  medicated  confectionary 
sector  with  the  bulk  —  73  per  cent  —  going 
through  CTN  outlets. 

From  November  20  to  December  1 
"mystery  shoppers"  will  be  calling  into 
pharmacies  to  see  if  Potters  catarrh  pastilles 
are  on  display.  If  they  are,  or  they  are 
recommended  when  the  mystery  shoppe 
asks  for  something  to  relieve  catarrh,  coughs 
and  colds,  then  pharmacists  will  immediately 
receive  £5  and  be  entered  for  a  prize  draw  for 
£500  worth  of  audio/visual  equipment,  say 
Booker  Nutritional  Products. 
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Persistent 


chesty  coughs? 


HILL'S 

BRONCHIAL 

BALSAM 


CJa'vMaSiSi 


m 


THERE'S  NOTHING  STRONGER 


Strong  Promotion  for  Strong  Sales 


A  major  consumer  campaign 
promoting  the  Hill's  range  will 
appear  in  all  the  major  newspapers 
and  women's  magazines  during 
the  heavy  demand  winter  period. 

High  impact  advertisements  will 
support  the  big-selling  Hill's 
Balsam  and  fast  moving  Hill 's 
Pastilles, which  means  more  and 
more  of  your  customers  will  be 
asking  for  the  relief  that  only  Hill's 
can  offer  — don't  disappoint  them. 
STOCK  UP  NOW! 


rountercall 


\0uality     at  your  servicei 


Sole  U.  K.  Distributors  Countercall  Limited,  Church  Road,  Perry  Barr  Birmingham  B42  2LD  Tel:  021  356  0478 


COUGHS  AND  COLDS 


Mild  spell  puts  damper  on 
cough  medicine  sales 


The  cough  mixture  market  is  reckoned  by  the 
trade  to  be  worth  around  £50m  at  rsp  and  the 
most  valuable  of  the  cough-cold  sectors  to 
pharmacies  with  some  £45m  worth  of 
products  being  sold  through  pharmacies 
including  Boots,  many  products  being 
classified  Pharmacy  only.  The  mild  Winters  of 
the  past  couple  of  years  have  probably 
contributed  to  lack  of  any  dynamic  growth  in 
the  sector.  That  said  it  would  seem  a  mild 
Winter  does  not  automatically  mean  fewer 
cold  symptoms.  Changeable  weather 
stimulates  sales  more  than  simply  a  cold 
Winter  according  to  some  suppliers.  And  sales 
are  not  as  seasonal  as  pharmacists  may  think. 

Warner-Lambert  Health  Care  estimate 
sterling  sales  through  pharmacies  other  than 
Boots  increased  by  about  7  per  cent  in  the 
year  to  the  end  of  August  but  volume  sales 
were  up  only  1  per  cent  year  on  year. 

With  the  relatively  flat  market  Warner- 
Lambert's  marketing  manager  David 
0' Sullivan  believes  pharmacists  will  have  to 
look  carefully  at  their  merchandising  of  OTC 
cough  mixtures  if  they  are  going  to  be  able  to 
increase  their  revenue  from  the  area. 

The  space  devoted  to  cough  medicines, 
which  is  part  of  the  prime  display  area  for  P 
products,  is  too  valuable  to  use  for  low- 
interest  brands,  and  these  are  being  replaced 
with  increased  facings  of  high-turnover 
merchandise.  This  is  a  business  trend  which 
can  only  accelerate  as  soon  as  its  greater 
profitability  is  recognised  more  widely,  say 
Warner-Lambert. 

Information  C&D  has  on  activity  for  this 
Winter  shows  manufacturers  plan  to  do  their 
best  to  stimulate  sales;  seven  major  players  in 
the  pharmacy  sector  have  told  C&D  they  have 
budgeted  almost  £8m  between  them  to 
promote  their  brands  this  Winter  (table  3). 

Perhaps  the  most  significant  launch  this 
season  is  Lemsip  linctus  and  expectorant  from 
Reckitt  &  Colman  Products  to  be  advertised 
on  national  television.  The  launch  marks  the 
company's  first  entry  into  the  cough  sector. 

A  spokesman  for  Reckitt  &  Colman  told 
C&D  the  new  products  will  be  relying  heavily 


on  the  Lemsip  branding  to  sell.  Heritage,  as 
well  as  heavy  promotional  spend,  is  seen  as 
important  to  carving  out  a  niche  in  such  a 
crowded  market  sector. 

Reckitt  &  Colman  hope  the  new  products 
will  help  increase  the  number  of  people  buying 
cough  medicine  by  bringing  in  Lemsip  drinks 
users  as  well  as  taking  share  from 
competitors. 

So  far  the  company  says  the  sell-in  has 
been  very  successful  with  pharmacists  taking 
both  variants. 

Still  in  front 

Warner-Lambert  Health  Care  say  that  Benylin 
remains  the  number  one  seller  in  the  cough 
market  accounting  for  around  35  per  cent  of 
value  sales  in  pharmacy  at  rsp  and  27  per  cent 
in  volume. 

Strong  consumer  loyalty  coupled  with  a 
high  level  of  pharmacy  recommendation  plus 
television  support  has  contributed  to  the 


product's  continued  success,  say  Warner- 
Lambert. 

From  this  month  the  Snowman  television 
commercial  used  last  year  is  back  on  air. 
Merchandising  support  again  features  window 
display  material  which  company 
representatives  will  be  taking  advance 
bookings  for.  Last  year  saw  4,000  pharmacies  ' 
taking  the  material,  says  David  O'Sullivan. 

The  Wellcome  Foundation  claims  Actifed  | 
continues  to  hold  the  number  two  position  | 
overall  in  the  branded  cough  medicines  market 
through  pharmacies. 

This  season  a  ' '  multi-media' '  campaign  is 
planned  for  the  brand  concentrating  on  Actifed 
expectorant  to  run  from  this  month  including 


New  display  for  Lemsip  entrant 


Table  3  Promotional  activity  for  cough  mixtures  (market  size  £50m  at  rsp;  about  £45m  through  pharmacy) 


Brand 

Supplier 

Promotional  spend 
'89  -  '90 

Posters 

Press 

Where  (when) 
Radio  TV 

P0S  PR/trade 

Actifed 

Wellcome  Foundation 

£lm 

• 

(Nov-Mar) 

•  • 

Benylin 

Warner-Lambert  Health  Care 

£1.5m 

• 

(Nov-Mar) 

•  • 

Buttercup 

LRC  Products 

£750,000 
(across  LRC's 
Winter  range) 

• 

(Nov-Dec) 

Galloway's 

LRC  Products 

£750,000 
(across  LRC's 
Winter  range) 

• 

(Dec-Feb) 

Hill's  bronchial 
balsam 

Distributed  by  Countercall 

• 

(Nov 
start) 

•  • 

Lemsip  linctus  and 
expectorant 

Reckitt  &  Colman  Products 

£2. 5m 

• 

(Dec-Mar) 

•  • 

Liqufruta 

LRC  Products 

£750,000 
(across  LRC's 
Winter  range) 

Owbridges 

Chefaro  Proprietaries 

Pulmo  Bailly 

Bengue  &  Co 

• 

(Oct-Marl 

Robitussin 

A.H.  Robins 

£700,000 

• 

(Nov-Feb) 

•  • 

Tixylix 

Intercare  Products 

£500,000 

• 

Dan-Mar) 

• 

(Jan-Mar) 

•  • 

Veno's 

Beecham  Health  Care 

£lm 

• 

•  • 

exposure  in  women's  magazines  with  activity 
in  other  media  planned,  although  no  details 
were  available  at  the  time  this  supplement 
went  to  Press. 

Wellcome  say  the  campaign  is  designed  to 
reach  65  per  cent  of  the  target  market  an 
average  of  40  times.  Trade  discounts  available 
via  company  representatives  will  allow  a  profit 
on  return  of  up  to  50  per  cent,  claim 
Wellcome. 

Beecham  Health  Care  are  spending  £lm 
on  television  advertising  for  Veno's  this 
Winter.  The  campaign  features  a  new 
advertisement  which  builds  on  the  'human 
body'  theme.  This  year  saw  the  introduction 
of  a  new  Veno's  formulation  for  dry  cough. 

Veno's  showed  a  10  per  cent  increase  in 
rsp  sales  last  year  and  currently  commands  a 
3.5  per  cent  sterling  share  through 
pharmacies  excluding  Boots. 

A.H.  Robins  say  that  Robitussin  recorded 
its  highest  ever  brand  share  through 
pharmacies  excluding  Boots  in  March/ April  — 
11  percent  in  volume  terms.  On  an  annualised 
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WEATHER  THE  STORM  THIS  WINTER... 


WITH  VICTORY  V-THE  WARMING  SWEET 


ICTOR 


•  Available  in 

New  Medicated  or 
Traditional  flavours 

•  Stick  pack 

•  Weighout  jar 


DOUBLE  AIR  MILES 
WITH  THIS  PRODUCT 


FOR  DETAILS  AND  SALES  ENQUIRIES:-  BARKER  &  DOBSON,  P.O.  BOX  49,  HUNTLEY  MOUNT  ROAD,  BURY,  LANCS.  TEL:  061-705  2772 


Robitussin 


Display  and  win  with  Robitussin 

basis  the  brand's  volume  share  is  estimated  at 
around  10  per  cent.  Sales  at  rsp  through 
pharmacies  (excluding  Boots)  are  said  to  be  up 
23  per  cent  comparing  the  year  to  April  1989 
with  that  to  April  1988. 

After  trying  television  advertising  last  year 
Robins  have  decided  to  move  to  radio 
advertising  of  Robitussin  this  season  because 
they  feel  the  medium  allows  for  better 
schedule  flexibility  to  match  air  time  with 
cough/cold  incidence. 

Below  the  line  support  includes  a  display 
promotion  for  pharmacists  who  will  be  entered 
for  a  prize  draw  to  win  one  of  45  antique 
carriage  clocks  if  they  agree  to  put  display 
material  on  show.  Closing  date  for  the  draw  is 
March  next  year.  There  are  also  40  prizes  of 
£50  fashion  gift  vouchers  to  be  won  in 
promotion  linked  to  chemists  counter 
assistant  training.  And  there  is  a  chance  for 
pharmacists  to  win  one  of  three  weekends  for 
two  at  Gleneagles  Hotel  and  play  a  round  of 
golf  with  Peter  Allis.  The  closing  date  for  both 
promotions  is  in  December. 

NPAIink 

LRC  Products  have  linked  up  with  the 
National  Pharmaceutical  Association  this  year 
and  are  offering  money-off  vouchers  to 
independent  pharmacies  buying  their  Winter 
lines  (C&D  August  26).  The  vouchers  can  be 
redeemed  against  NPA  products  and  services 
(except  membership)  and  are  valid  until  next 
March. 

LRC  Products'  marketing  manager  Rod 
Mallinson  says  the  company's  range  of  cough 
medicines  has  made  a  good  progress  recently 
with  sales  of  Buttercup  up  almost  22  per  cent 
by  value  Galloway's  up  nearly  9  per  cent  and 
Liqufruta  up  almost  19  per  cent  in  the  period 
September  1988  to  March  1989. 

To  build  on  that  LRC  have  added  two  new 
cough  mixtures  to  the  range  this  year.  They 
have  entered  the  Pharmacy  only  sector  with 
Galloway's  bronchial  cough  care,  and 


VALUE  OF  COUGH  &  COLD  REMEDIES  TO  CHEMISTS 
STERLING  SALES  YR  TO  MAY/ JUNE  88  VS  89 
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expanded  the  Buttercup  range  with  the 
addition  of  Buttercup  syrup  honey  and  lemon. 

Both  brands  are  being  supported  with 
consumer  advertising  this  season. 

Countercall  are  looking  forward  to  their 
first  full  season  distributing  Hill's  Balsam 
range.  The  company  says  Hill's  share  of  cough 
liquid  sales  through  independent  pharmacies 
has  more  than  doubled  in  the  year  to  April  as 
compared  with  that  two  years  ago,  with 
substantial  growth  coming  from  the  45-54  year 
age  group. 

Consumer  advertising  featuring  Bill  Tidy 
cartoons  again  supports  the  range  this  Winter 
and  there  are  trade  offers  on  all  products 
including  extended  credit. 

Consumer  advertising  for  Pulmo  Bailly 
runs  in  TV  Times  and  selected  women's 
magazines  until  next  March.  Last  Winter  unit 
sales  by  Pulmo  Bailly  increased  by  37  per  cent 
following  regional  Press  advertising  in  the 
Midlands,  Yorkshire  and  Tyne  Tees  television 
areas,  say  suppliers  Bengue  &  Co. 

Owbridges  cough  syrup,  repackaged  for 
this  season,  is  estimated  to  have  just  under  1 
per  cent  of  the  cough  products  market.  The 
new  packs  retain  the  traditional  bottle  shape 
and  logo  style  but  feature  new  labels  and  come 
in  individual  cartons  with  a  new  design  for 
greater  on  shelf  impact,  say  suppliers  Che  faro 
Proprietaries. 

The  100ml  bottle  is  estimated  to  account 
for  around  two  thirds  of  Owbridge's  sales  by 
value  but  sales  of  the  150ml  size  are  said  to  be 


SOURCE:  NIELSEN  MARKETING  RESEARCH 

growing  faster. 

Intercare  say  Tixylix  now  accounts  for 
almost  21  per  cent  of  sales  of  children's  cough 
medicines  through  pharmacies  other  than 
Boots.  The  children's  sector  is  estimatd  to  be 
worth  around  £6m  through  pharmacies  other 
than  Boots.  Advertising  activity  is  credited 
with  helping  the  brand's  sales  grow  by  35  per 
cent  year  on  year,  says  the  company. 

This  year  advertising  in  mother  and  baby 
press  together  with  posters  in  Adshel  sites 
support  the  product. 

For  the  trade  there  is  new  counter  and 
window  display  material  with  competitions  and 
prizes  linked  to  display  and  special  winter 
stocking  deals,  say  Intercare. 


New  look  for  Owbridges 


Schematic  for  Warner-Lambert 's  Winter  display  this  year 
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FOR  DETAILS  AND  SALES  ENQUIRIES:-  BARKER  &  DOBSON,  P.O.  BOX  49,  HUNTLEY  MOUNT  ROAD,  BURY,  LANGS.  TEL:  061-705  2772 


Painful  reminder 


A  tissue! 


Scott  estimate  that  the  total  facial  tissues 
market  grew  by  some  10.5  per  cent  last  year 
to£128mand  pharmacies  took  almost  a  21  per 
cent  share  of  sales.  After  two  years  of  static 
sales,  facial  tissues  showed  an  upturn  in  1988, 
mainly  because  of  the  emergence  of  a  new 
midi  size  category,  say  Scott. 

This  time  of  year  traditionally  sees  a  rise  in 
facial  tissue  sales  and  Scott  have  a  range  of 
promotions  for  their  products  to  help  take  full 
advantage  of  the  upswing. 

Pharmacies  can  take  advantage  of 
increased  sales  at  this  time  of  year  by  siting 
facial  tissues  close  to  the  OTC  medicines 
counter  where  cough  and  cold  remedies  are 
merchandised,  suggests  Scott's  general  sales 
manager  Alan  Cavers. 

Scotties  mansize  150s  and  Scotties  200s 


which  are  claimed  to  have  a  combined  value 
share  of  just  over  5  per  cent  of  the  market, 
carry  20p  off  next  purchase  coupons  valid  until 
the  end  of  next  April. 

A  new  aquamarine  colour  variant  has  been 
added  to  the  Andrex  family  size  tissues  midi 
range  currently  supported  by  a  national  Press 
campaign  running  in  colour  supplements  and 
women's  magazines.  The  advertisements 
feature  15p  off  next  purchase  coupons.  The 
campaign  is  part  of  a  £3m  promotional  budget 
for  the  brand  this  year  which  is  claimed  to  have 
just  over  6  per  cent  value  share  of  the  facial 
tissues  market  for  the  first  half  of  this  year. 

Handy  Andies  account  for  almost  53  per 
cent  of  values  sales  of  pocket  facial  tissues 
(figures  for  January  to  June  this  year),  say 
Scott. 


Many  people  turn  to  a  'simple'  analgesic 
preparation  to  relieve  headache  and  pyrexia 
which  can  be  associated  with  a  cold  or  flu  — 
although  aspirin  must  not  be  given  to  children 
because  of  the  risk  of  Reyes  Syndrome. 

C&D  reviewed  the  analgesics  market  in  a 
special  feature  in  February.  Sales  of  oral 
analgesics  are  estimated  to  be  worth  around 
£120m  a  year,  with  independent  pharmacies 
and  drugstores  accounting  for  some  65  per 
cent  of  business.  As  Winter  approaches 
many  companies  step  up  their  promotional 
activities. 

Alka-Seltzer  is  backed  by  a  Elm 
promotional  campaign  from  the  end  of  this 
month  through  to  the  New  Year.  The 
campaign  includes  television  commercials 
scheduled  to  run  on  itV,  Channel  4  and  TV- 
am.  Wholesaler  promotions  including 
discounts  and  bonuses  support  the  activity, 
say  Bayer  consumer  products  division. 

Paracodol  is  to  be  given  regional  television 
advertising  support  this  season  backed  by 
public  relations  activity  and  point  of  sale 
material,  say  Fisons  Consumer  Health. 

Over  the  coming  year  Crookes  Healthcare 
say  they  plan  to  spend  £5m  supporting 
Nurofen  with  £lm  to  be  spent  in  January 
alone.  A  16-page  booklet  "How  to  cope  with 
headache  and  migraine"  also  tells  the  public 
about  the  product.  Copies  can  be  obtained  by 
writing  to;  The  Nurofen  advisory  service,  PO 
Box  63,  High  Wycombe,  Bucks  HP10  8XA. 

Beecham  Health  Care  say  they  plan  to 
spend  £1 .4m  to  promote  Resolve  in  a  national 
campaign  that  runs  until  December  and 
features  the  '  'human  condition"  commercial. 


The  natural  remedies  market  is  growing  fast  and  demand 
for  Olbas  Oil  and  Pastilles  is  growing  fastest  of  all. 

More  and  more  people  are  turning  to  the  brand  leader  Olbas 
for  rapid  relief  from  catarrh,  nasal  congestion  and  sinus  trouble. 

And  more  and  more  people  are  going  to  see  and  hear  our 
striking  advertising  campaign  in  magazines,  national  press 
and  radio. 

And  the  more  you  stock,  display  and  recommend  Olbas 
Oil  and  Pastilles  the  more  your  sales  will  grow.  Naturally. 


V  ^ 

Extra  strong  and 
!  penetrating. 
|  Clears  the  head, 
i  soothes  the  throat. 


Made    by  —  Leaders    in    natural    health  care 
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Beechams 
Powders 
Capsules 


With 

Decongestant 


For  fast  cold  &  flu  relief-  without  drowsiness 


I  ¥n  I 


COLD  REMEDY  J 


COLD  REMEDY  CAPSULES  ^^AV)\-^ 


(*D  REMEDY 


and  so  aids  restful  sleep 


Helps  clear  a  blocked  or  runny  nose 
Relieves  shivers,  aches  and  pains 
Eases  sore  throat  pain 
Controls  coughing 


Without  drowsiness 


■00* 


BEECHAMS 

Hot 


I  1 1  | 


BEECHAMS 
HONEY&LEMON 


jCKoNEY) 


ISfgWIW  inOia 


Medicines 
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econgestants  perform  well 


The  market  for  decongestants,  although 
smaller  than  the  cough,  cold  and  sore  throat 
remedies  sectors,  has  shown  faster  growth. 
Indications  from  Nielsen  are  that  growth  is 
around  10  per  cent  or  just  over  year  on  year 
through  pharmacies  excluding  Boots  (see 
chart  on  plO). 

Ciba  Consumer  Pharmaceuticals  estimate 
the  oral  decongestant  market  is  worth  around 
£10m  at  rsp  and  growing  at  18  per  cent  a  year 
(12  months  to  June).  The  company  claims  a  15 
per  cent  volume  share  for  Mucron  in  the  total 
market.  Ciba  say  the  market  last  year  was 
very  buoyant  and  Mucron's  sales  grew  in  line 
with  it. 

This  Winter  sees  the  product  back  on 
national  television  with  the  exception  of 
Channel  Islands  and  TV-am  regions.  For  the 
trade  there  is  a  display  and  win  promotion  with 
a  closing  date  for  entries  early  next  year. 

Junior  Mucron  receives  some  Press 
advertising  in  the  run  up  to  Christmas  and 
there  is  a  health  wallchart  intended  to  help 
parents  keep  track  of  young  children's 
illnesses  with  hints  on  how  to  deal  with  fevers, 
catarrh  and  when  to  seek  medical  advice. 

Sales  of  topical  decongestants  from 
pharmacies  are  estimated  to  be  worth  some 
£4m  at  rsp,  according  to  Ciba,  and  the  sector 
is  said  to  be  growing  at  around  12  per  cent 
year  on  year  (figures  to  June).  Ciba  claim  a  63 
per  cent  volume  share  for  Otrivine. 

January  and  February  this  year  saw 
Otrivine  on  television  for  the  first  time  and  as 
a  result  Ciba  say  sales  grew  by  some  13  per 
cent  in  volume. 

Otrivine  is  back  on  national  television  this 
Winter  with  the  exception  of  Channel  Islands 
and  TV-am.  The  company  says  it  will  be 
running  a  promotion  to  doctors  from 
December  to  February  to  encourage 
prescriptions  for  xylometazoline  and 
recommendations  for  Otrivine. 

For  the  trade  there  is  a  display  and  win 
promotion  which  closes  next 
January/February. 

Do-Do  fits  into  a  niche  which  Ciba  describe 
as  the  bronchodilator/chest  decongestant 
market  which  the  company  values  at  £2. 5m  at 
rsp  and  is,  they  say,  almost  all  accounted  for 
(95  per  cent)  by  sales  of  Do-Do.  This  Winter 
sees  Press  advertising  for  the  brand  through 
newspapers  and  magazines.  There  are  also 
consumer  advice  leaflets  on  the  benefits  of  the 
product. 

Warner-Lambert  Health  Care  say  the 
market  for  products  designed  to  relieve  sinus 
trouble  is  running  at  around  £10. 5m,  of  which 
Sinutab  accounts  for  over  32  per  cent.  The 
brand  is  back  on  national  television  this  Winter 
in  a  campaign  beginning  in  December. 

Triogesic  now  has  a  5.5  per  cent  volume 
share  of  decongestant  sales  through 
pharmacies  other  than  Boots,  according  to 
Intercare  Products.  The  snooker  player 
television  commercial  used  last  Winter  helped 
sales  grow  by  10  per  cent  and  increased 
distribution  of  the  30s  size,  says  the  company. 
Next  year  radio  advertising  and  a  Press 
campaign  support  the  brand. 

A  new  counter  display  unit  and  window 
display  material  for  the  brand  are  linked  to  an 
incentive  scheme  for  the  trade.  Details  are 
available  from  company  representatives.  The 
closing  date  is  December  22. 


Table  4  Promotional  activity  for  decongestants:  (market  size  £40m  at  rsp) 


Brand 

Supplier 

Promotional  spend 
89  -  '90 

Posters 

Where (when) 

Press       Radio         TV         POS  PR/trade 

Do-Do 

Ciba  Consumer 
Pharmaceuticals 

£900,000 

• 

(Nov-Apr) 

Karvol 

Crookes  Healthcare 

£1.2m 

• 

(Oct-Mar) 

•          •  • 

(Jan-start) 

Mucron 

Ciba  Consumer 
Pharmaceuticals 

£1.6m 

•  Junior 
Mucron 
(Nov-Dec) 

•          •  • 

(Dec-Feb) 

Olbas  oil  and 
pastilles 

G.R.  Lane  Health  Products 

£300,000 

•  • 

(Nov-Apr)  (Nov-Dec) 

Otrivine 

Ciba  Consumer 
Pharmaceuticals 

£1.5m 

•           •  • 

(Dec-Feb) 

Sinutab 

Warner-Lambert  Health 
Care 

•          •  • 

(Dec 
Start) 

Tnogesic 

Intercare  Products 

£300,000 

•  • 

(Feb-Mar)  (Jan-Feb) 


BlOGESIC^Sr 


New  point  of  sale  for  Triogesic 

Karvol,  in  new  packs  this  year,  is  backed 
by  television  commercials  and  Press 
advertising  in  mother  and  baby  titles  this 
Winter.  New  point  of  sale  material  is  available 
to  support  the  brand  in-store.  The  counter 
unit  carrying  a  ' '  scratch  and  sniff '  competition 
for  pharmacists  has  generated  great  interest, 
say  suppliers  Crookes  Healthcare.  Closing 
date  for  the  competition  is  the  first  week  of 


January  with  results  to  be  announced  at  the 
beginning  of  February.  Prizes  include  a  'fresh 
air'  holiday  in  Switzerland  and  bouquets  of 
flowers  for  the  runners-up. 

Mentholatum  vapour  rub  has  been 
repackaged  to  mark  the  Mentholatum 
Company's  centenary. 

Wellcome  say  Sudafed  is  backed  by  some 
three  million  prescriptions  a  year.  Advertising 
this  season  will  reach  80  per  cent  of  adults  45 
times  each,  says  the  company. 

G.R.  Lane  Health  Products  claim  just  over 
a  17  per  cent  brand  share  for  Olbas  oil  and 
pastilles  in  the  decongestant  market  as  a 
whole  which  the  company  values  at  some 
£40m,  with  the  majority  going  through 
pharmacies.  Olbas  sales  are  claimed  to  have 
risen  by  almost  11  per  cent  year  on  year  for 
the  12  months  to  April.  Lanes  say  they  are 
following  up  their  Summer  Press  campaign  for 
the  brand  with  magazine,  newspaper  and  radio 
advertising  this  Winter.  Public  relations 
activity  is  also  ongoing. 

Packaging  is  to  change  slightly  during  the 
season:  the  black  lines  around  the  pack  edges 
are  being  removed  to  "simplify  yet  freshen" 
the  design,  say  Lanes. 
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SALES  AREN'T  THE  ONLY  THINGS 
THAT  ARE  GETTING  BIGGER 


With  a  staggering  32%  increase* 
in  Pharmacy  sales  last  year  (follow- 
ing on  82%  volume  growth  last  year) 
Robitussin  has  firmly  established 
itself  as  the  fastest  growing,  non- 
sedative  cough  medicine. 

Now  we're  making  Robitussin 
bigger  still  by  introducing  two  new 
economy-size  200ml  packs  to  the 
range-Robitussin  Expectorant  and 
Robitussin  Cough  Soother. 


We're  sure  they'll  go  down  as 
well  with  the  consumer  as  the  fact 
that  the  whole  range  is  sugar-free. 

And  don't  forget,  every  order 
could  give  you  a  chance  to  win  a 
weekend  for  two  at  the  Gleneagles 
Hotel  in  the  "Robitussin  and 
Dimotane  Golf  Open." 

Other  than  that  we  can't  think  of 
a  better  reason  for  giving  Robitussin 
more  shelf  space. 


*Nov/Dec  1988/87/86  (A  C  NIELSEN) 


/IH'DOBINS 

A  H.  ROBINS  COMPANY  LIMITED,  SUSSEX  MANOR  BUSINESS  PARK,  GATWICK  ROAD,  CRAWLEY  WEST  SUSSEX  RH10  2NH. 
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Natural  move  to 
cold  comforts 


Some  like  it  hot  to 
take  care  of  a  cold 


Sales  of  products  intended  for  general  cold 
symptoms  are  estimated  to  be  worth  some 
£43m  by  Warner-Lambert  Health  Care  with 
the  hot  drinks  type  products  accounting  for 
around  £35m  worth  of  business,  according  to 
Reckitt  &  Colman  Products'  calculations. 

This  Winter  Beecham  Health  Care  are 
putting  over  £3m  in  television  advertising 
behind  their  colds  products  —  Day  Nurse  and 
Night  Nurse,  Beechams  Powders  and 
Beechams  'hot'  remedies. 

Day  Nurse  and  Night  Nurse  together 
account  for  27  per  cent  of  sales  by  value  (10 
per  cent  and  17  per  cent,  respectively)  of 
products  for  colds  and  flu  symptoms  from 
pharmacies  excluding  Boots,  say  Beecham. 
Day  Nurse  sales  have  increased  45  per  cent 
year  on  year  and  Night  Nurse  sales  by  26  per 
cent,  the  company  adds. 

"Feel  better  fast"  is  the  slogan  supporting 
Beechams  Powders  this  Winter.  Beechams 
Powders  capsules  showed  a  15  per  cent 
increase  in  sales  last  year  while  pharmacy 
sales  of  Beechams  Powders  grew  by  12  per 
cent,  say  Beecham.  The  range  accounts  for 
over  21  per  cent  of  pharmacy  sales  (excluding 
Boots). 

Beechams  'hot'  remedies  are  claimed  to 
have  a  13.5  per  cent  share  by  value  in 
pharmacies  excluding  Boots.  Pharmacy  sales 
of  the  blackcurrant  variant  are  reported  to  be 
20  per  cent  higher  than  last  year. 

There  is  a  range  of  display  material  to 
support  Beecham 's  Winter  products.  To 
encourage  pharmacists  to  build  good  displays 
there  is  a  window  display  competition  with  the 
chance  to  win  a  bottle  of  champagne, 
chocolates  and  a  9ct  gold  heart  shaped  locket 
to  be  delivered  on  Valentine '  s  day  next  year. 
Pharmacists  have  to  take  a  photograph  of  their 
Winter  remedies  display  and  send  it  to 
Beecham  to  enter.  The  closing  date  is 
February  2. 

Reckitt  &  Colman  launched  blackcurrant 
flavour  Lemsip  hot  drink  last  month  and  have 
relaunched  the  hot  lemon  variant  with 
improved  taste  and  new  pack  graphics.  The 
company  says  that  pharmacies  account  for 
some  60  per  cent  of  "hot  drinks"  sales  and 
that  the  £35m  market  is  showing  growth  of 
around  21  per  cent  year  on  year.  Reckitt  & 


Display  and  win  with  Beecham 


Colman  claim  to  outsell  competitive  drinks 
products  by  2 : 1 .  Lemsip  is  back  on  television 
this  season,  and  there  is  new  POS  material 
available. 

Warner-Lambert  Health  Care  say  Benylin 
Day  &  Night  has  moved  up  from  its  2  per  cent 
share  of  the  cold  products  market  in  1986  to 
some  10  per  cent  for  the  past  12  months  in 
pharmacies  excluding  Boots. 

Television  advertising  is  again  planned 
following  the  success  of  the  "sun  and  moon" 
commercial  last  Winter.  Point  of  sale  material 
echos  the  television  advertising  theme. 

Wellcome  say  Sudafed  Co  tablets  grew  by 
more  than  40  per  cent  after  radio  advertising 
last  Winter  and  now  have  a  significant 
presence  in  the  cold/flu  sector. 


Beechams  hot         Beecham  Health  Care  £l.lm 
remedies 

Beechams  Powders  Beecham  Health  Care  £900.000 


Benylin  Day  and  Warner-Lambert  Health  Care  £1.7m 
Night 

Day  Nurse/Night  Beecham  Health  Care  £1.3m 
Nurse 

Lemsip  hot  dnnks    Reckitt  &  Colman  £2m 
Products 


Most  people  have  their  own  pet  cold  "  cure  " , 
be  it  curling  up  by  a  fire  with  a  copy  of  the 
Beano  and  a  hot  Ribena  or  just  a  generous  tot 
of  whisky  with  a  dash  of  honey  and  lemon. 
Whether  they  work  or  not  is  open  to  question 
but  psychologically  they  probably  make  you 
feel  better  —  or  perhaps  just  numb  the  senses 
enough  to  give  a  good  night's  sleep. 

Alternative  practitioners  also  have  their 
pet  treatments.  Michael  Van  Straten  told 
breakfast  television  viewers  recently  that  the 
best  thing  for  adults  to  do  was  to  grate  about 
half  a  teaspoonful  of  root  ginger  into  a  cup, 
pour  over  it  some  boiling  water,  add  about  one 
inch  of  a  cinnamon  stick  and  just  a  pinch  of 
cayenne  pepper  plus  a  "medicinal  measure 
of  whisky,  if  liked.  Allow  the  mixture  to  infuse 
for  a  while  and  drink  when  cool  enough.  The 
idea  is  to  then  go  to  bed  and  you  will  sweat  and 
feel  awful  overnight  but  by  the  morning  it  is 
claimed  the  cold  will  have  gone. 

In  parts  of  Eastern  Europe  apparently  they 
prefer  to  eat  a  whole  corm  of  fresh  garlic  —  it 
should  help  stop  a  cold  spreading  from  person 
to  person  if  nothing  else! 

Again,  whether  any  of  these  so-called 
remedies  work  is  open  to  question.  Until  some 
sort  of  clinical  tests  are  performed  we  cannot 
be  sure  of  the  value  of  such  "treatments", 
although  there  is  no  doubt  that  many  natural 
substances  have  a  pharmacological  action  and 
we  have  seen  that  recognised  in  trials  with 
substances  such  as  fish  oils  and  garlic. 

Seven  Seas  estimate  that  around  50  per 
cent  of  sales  of  Hofels  garlic  products  for 
coughs  and  colds  go  through  pharmacies.  The 
company  estimates  that  around  £1 .5m  worth 
of  its  Hofels  brand  is  bought  for  cough  and  cold 
symptoms,  representing  just  over  1.6  per 
cent  of  the  £93. 5m  cough/colds  market. 

This  Winter  Seven  Seas  have  budgetted 
£700,000  to  support  their  Hofels  range  with 
Press  advertisements  running  through  until 
April  next  year.  There  is  point  of  sale  material 
for  support  in-store  and  ongoing  PR  activity. 

New  Era  Laboratories  estimate  that  the 
market  last  year  for  homoeopathic  products 
intended  for  cough  and  cold  symptoms  was 
worth  around  £2. 5m  —  16  per  cent  higher  than 
the  previous  year  —  of  which  their  own 
products,  Combination  J  and  Combination  Q, 
accounted  for  around  44  per  cent  of  sales  in  the 
sector  —  around  £lm  worth  of  business  at  rsp. 

A  major  part  of  this  year's  £70,000 
promotional  support  for  the  New  Era  range 
was  spent  on  advertising  in  health  orientated 
magazines  and  a  drop  feed  display  unit  has 
been  designed  for  use  in-store  carrying  the 
"natural,  no  side  effects"  message. 

Plans  for  a  major  campaign  in  January  and 
February  are  to  be  announced  soon,  says  the 
company. 


POS  PR/trade 


•  •  • 

(Nov  start) 

•  i 


•  •  • 

(Dec  start) 


(Oct-Mar) 


Table  5  Promotional  activity  for  products  for  cold  symptoms  (market  size  around  £43m  at  rsp) 

Brand  Supplier  Promotional  spend  Where  (nrhen) 

'89  -  '90  Posters         Press       Radio  IV 
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GRA 


SWEET 


MA 


TBY 


(AND  THE  NOSE.) 


Tunes  and  Lockets  are  already  the  top  two  brands  in  the  medicated 
sweet  market*,  between  them  accounting  for  over  50%  of  total  sales**. 

This  Winter,  there's  national  TV  support  for  both  brands  -  so  you'll 
certainly  want  to  be  prepared,  with  the  full  range  of  6  varieties  on  display. 
It's  an  opportunity  not  to  be  sniffed  at. 


HONEY  &  LEMON 


<>  i  Mars  Confectionery  1989 


Sources:  *NMRA"CCCA 
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Galloway's  celebrates  a 
centenary  of  business 


One  of  LRC's  oldest  brands  — 
Galloway's  cough  syrup  —  has  been 
repackaged  for  this  Winter  ready  to 

celebrate  its  100th  anniversary 

next  year.  The  new  packaging  is 
designed  to  highlight  the 

medicine's  heritage  C&D  takes  a 
look  down  memory  lane  to  see  how 
the  cough  syrup  began,  tracing  its 
history  to  the  present  day 

It  was  a  tiny  building  in  Walworth,  South 
London,  in  1890  that  Philip  Henry  Galloway, 
a  chemist,  founded  his  business  —  P.H. 
Galloway  Ltd  —  making  cough  syrup. 

Mr  Galloway  remained  chairman  of  the 
company  until  his  death  in  1935. 

During  its  early  years  the  company  grew 
steadily,  moving  to  larger  premises  nearby  in 
1898  before  settling  in  1913  at  154-164 
Walworth  Road.  Additional  growth  led  in  1924 
to  extending  the  factory  to  two-and-a-half 
times  its  original  size. 

At  this  stage  the  company  employed  over 
350  men  and  women.  Its  products  covered  a 
wide  field  and  included  Galloway's  cough 
syrup,  Family  Lung  Syrup  and  Jules  Freres 
toilet  preparations. 

A  document  from  the  1920s  states:  "By 
means  of  advertising  and  town  and  country 
travellers,  the  company's  customers  exceed 
25,000  in  number  in  the  British  Isles  alone,  to 
which  must  be  added  its  innumerable  export 
customers  throughout  the  world...."  The 
same  publication  also  proudly  states:  '  'Two- 
thirds  of  the  company's  business  is  cash  on 
delivery"! 


Advertisements  at  the  time  featured  a  form  of 
the  "G"  device  which  has  always  been  used 
on  pack.  One  ad,  which  appeared  in  February 
1929,  carried  an  "unsolicited  testimony"  from 
J.J.  Hall,  the  '  'famous  racing  motorist' ' .  In  his 
description  of  the  product's  attributes  he 
wrote:  "I  was  troubled  by  an  extremely 
unpleasant  cough  which  caused  me 
considerable  uneasiness.  In  my  efforts  to  get 
rid  of  this  trouble,  I  gave  your  Galloway's 
cough  syrup  a  test,  completely  curing  me  of 
the  cough  and  all  its  symptoms". 

In  the  run  up  to  the  second  world  war,  the 
Galloway  company  continued  to  prosper, 
although  the  war  made  its  mark.  Minutes  of 
the  1940  annual  meeting  (when  Galloway's 
was  advertised  as  "The  national  remedy") 
state:  ' ' . .  .the  profits  for  the  year  1939  were 
considerably  in  excess  of  the  previous  year 
and  would  have  been  larger  still,  but  for  the 
expense  incurred  in  the  provision  of  an  air  raid 
shelter  for  the  use  of  employees . ' ' 

During  the  early  1950s,  however,  fortunes 
changed  and  the  company  fell  on  hard  times. 


Some  of  Galloway 's  London  representatives  cl924 


It  was  reported  to  be  heading  for  liquidation. 
Reasons  for  the  problems  were  given  by  the 
then  chairman  Mr  E.C.  Richardson.  He  told 
shareholders:  '  'When  times  were  good  during 
the  seller's  market  after  the  war,  the  profits 
were  spent  or  distributed  to  shareholders,  and 
little  or  nothing  was  ploughed  back  into  the 
business  or  put  to  reserve."  He  added  the 
production  and  selling  methods  had  become 
"antiquated"  and  "inefficient". 

A  new  board  of  directors  was  then  brought 
in,  in  an  attempt  to  put  the  company  back  on 
its  feet.  But  by  1956  the  company  had  agreed 
to  a  takeover  by  Eucryl,  of  toothpowder  fame. 
The  following  year,  Galloway's  was  absorbed 
into  the  Eucryl  organisation  at  its  premises  in 
Oakley  Road,  Shirley,  Southampton,  and  the 
Walworth  factory  was  sold. 

A  newspaper  from  the  time  reported  that 
at  the  Southampton  factory  "new  methods  of 
manufacture  enabled  production  to  be  carried 
out  within  the  scope  of  the  organisation  and 
resulted  in  considerable  savings  in  production 
costs."  In  terms  of  formulation  Galloway's 
basic  character  has  always  been  the  same. 


Any  changes  that  have  been  made  have  been 
to  comply  with  changing  standards  and 
regulations. 

Throughout  the  1960s,  Eucryl  continued 
to  grow  with  acquisitions,  until  it,  in  turn,  was 
taken  over  in  1970  by  the  London  Rubber 
Company,  which  subsequently  became  LRC 
Products  Ltd. 

Now,  Galloway's  is  made  at  LRC's 
Dundee  factory  along  with  other  cough  and 
cold  brands,  Buttercup  syrup,  Wright's 
Vaporizer  and  Liqufruta,  as  well  as 
Woodward's  gripe  water  and  Goddard's 
embrocation. 

In  September  this  year  a  new  medicine 
took  on  the  Galloway's  brand  name  with  the 
launch  of  a  Pharmacy  only  product,  Galloway's 
bronchial  cough  care,  and  the  traditional 
Galloway's  cough  syrup  was  re-launched  with 
new  packaging.  Both  packs  feature  a 
revamped  version  of  the  "G"  device.  The 
new  cough  syrup  pack  also  draws  from  the 
brand's  heritage  by  incorporating  the  P.H. 
Galloway  signature  of  100  years  ago. 


Part  of  Galloway 's  fleet  of motor  delivery  vans  cl925 
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A  SUPPLEMENT  TO  CHEMIST  &  DRUGGIST  4  NOVEMBER  1989 


You'll  rest  easier  this  winter  if  you're  well  stocked  with  Karvol. 


Last  year  our  TV  commercial  was  so 
successful,  it  boosted  our  sales  by  22%. 

Not  surprisingly,  the  campaign  is  back  on 
air,  supported  by  our  new  Mother  and  Babv 
press  campaign. 

Both  show  how  Karvol's  vapours  unblock 
a  child's  nose  helping  him  sleep  more  easily. 


10 


Decongestant  capsules  >. 

Karvoi 

Gears  blocked  up  noses  with  natural  vapours  ot 
pine,  cinnamon  and  menthol. 


So,  if  last  year  is  anything  to  go  by, 
the  demand  for  Karvol  will  now  be  even 
greater. 

Make  sure  you've  ordered  our  packs  of 
10  and  20.  After  all,  you  don't  want  to  be 
kept  awake  worrying  whether 
you've  stocked  enough. 


Karvol  says  goodnight  to  a  child's  blocked  nose. 


^  >     -  •  TA 
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definite  ti&u 
toward*  natuh 

product* , 
especially  pod^ 
and  drink* 
containing 
wholesome 
ingredients.  Tnats  rtly^ 
newPuhnoll  Herbal 
i  uroai  lozenges  * 
certain  to  generate* 
hcdlriiy  sdles. 
Herts  our  recipe 
for  success: 

I  >n  ruunCtt  ttuv&'i 

JL»        7  .  ^  .  v>: 


J/'O/Jl  iiCi  0<«  C/l£/«., 

it  igredie/its.  tout  \ 

deiu  J.0U3  d5.net  id 

in  varying  strengths 
'  /7/    /u  suit  every  taste  ; 
V^T/*'  ^  MMBoneyiAriiseed  A 

W^ff/  r  *i'iO>iiiJsi<IUOiiCet  I 

t'Mnjfe^  JrioaeydMeulluV  p 

Wjr2~~         ri\t ui  St/eiioeue.yhj  vt-cv 
de/j6  a-  Mentliol 

Sugar -Fi  ee  Uquoi  id|H 
'Aniseed  &  /Me/ifnH 


Soothing  and 
refreshing  to  ease  aiy 
hroatsand  freshen  bream. 
'  4  DistmctiVe,convenient 
^  '  tin  dispensers 
4  Sinalleasy-to-eat 
'  lozenges. 

AnTiiija  I'Vete 

supporting Pulmoll  with 
freesmpUnginchemists  8%j* 
\tionv)ide plus aheavy  weight       /  \  j| 
FR  campaign,  direct  umL        jgjfA  m 
t\  and  lop  off  coupons.  Mr -31$ 

Order  ample  stocks  of  '"-ifeP  ' 

d//  four  Pulmoll  flavours, 
and  display  m  the  eye- 
catchingdesigned  merchandising 
i  u  u  Which  incorporates  a 
/  n pie  dispense! : 
Pulmoll  lozenges  were 
i  successfully  test-marketed 
kiScoi  id ud.  Place  your 
Pulmoll  order  novo  by 
i  iii'U  i  /«,'  / lie  number 
below. 
And 

give  your  ^ 
throat  \\ 
lozenge 

£,iIeSdJldfurdl 

tonic, 
For  more 
details  please 
mgJenr:  <■•.  «wi.-ts  w/l 


